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Sunday  trading 

Propaganda  to  back  changes  in  the  Sunday  trading  laws 
hots  up  this  week  with  publication  of  the  views  of  the 
National  Consumer  Council,  and  the  findings  of  its  NOP 
survey  into  what  the  public  wants  (p292). 

Chemists  figure  prominently  in  the  research  and  are 
among  the  most  "favoured"  when  it  comes  to  pleas  for 
longer  shopping  hours,  both  during  the  week  (wanted 
by  30  per  cent  of  respondents)  and  on  Sundays  (by 
22  per  cent) .  But  what  do  retail  pharmacists  themselves 
want9  C&D's  February  24  issue  carried  a  survey  form 
which  offered  an  opportunity  to  express  an  opinion  before 
the  latest  Sunday  trading  Bill  reaches  its  first  important 
stage  in  the  House  of  Lords  next  week.  And  the  over- 
whelming response  has  been  against  the  very  principle 
of  Sunday  trading. 

Analysis  of  the  first  300  replies  (from  pharmacists 
controlling  449  shops)  shows  81  per  cent  against.  Although 
four-fifths  of  our  response  came  from  proprietors — from 
single-handed  to  groups  of  20  and  more — the  proportion 
of  "no"  votes  was  found  to  be  almost  identical  among 
managers.  Even  turnover  made  little  difference  to  the 
yes/no  ratio. 

Not  surprisingly,  most  "no"  voters  would  not  open 
even  if  the  proposed  new  legislation  (permitting  chemists 
to  sell  cosmetics,  toiletries,  etc,  on  Sundays)  is  passed 
but  5  per  cent  would  open  occasionally,  such  as  pre- 
Christmas.  Even  among  "yes"  voters  half  would  never 
open  themselves  on  Sunday,  and  less  than  a  quarter  want 
to  open  every  Sunday — almost  all  of  these  already  open 
for  the  sale  of  permitted  goods. 

We  were  not  prepared  for  the  finding  that  70  per  cent  of 
those  opposed  to  Sunday  trading  wish  to  see  its  control 
in  the  hands  of  either  local  or  central  government  rather 
than  traders.  Presumably  they  are  not  prepared  to  "trust" 
their  competitors'  self-control!  Conversely,  90  per  cent 
of  "yes"  voters  want  control  to  reside  with  traders 
themselves. 

Many  of  our  respondents  added  comments  (see  also 
Letters,  p318) :  "Days  off  are  essential  for  the  health 
and  well-being  of  traders  and  staff".  .  .  "As  most  traders 
are  motivated  by  greed  rather  than  need  in  deciding 
how  long  they  stay  open,  in  the  long  term  this  is 
detrimental  to  their  health  so  they  need  a  law  to  protect 
them  from  themselves".  .  .  "This  would  mean  yet  another 
burden  on  the  overworked,  underpaid  pharmacist".  .  . 
"If  this  becomes  law  I  intend  to  opt  out  of  any  Sunday 
opening,  including  rota"  .  .  .  "Value  my  leisure  too 
much".  .  .  "Agree  in  principle  with  Sunday  trading? — 
As  a  shopper,  yes;  as  a  shopkeeper,  no". 

But  do  shoppers  really  want  Sunday  trading  that  badly7 
The  NCC  interprets  its  survey  as  saying  they  do — but  the 
mere  fact  that  22  per  cent  of  the  population  would  visit 
a  pharmacy  were  it  open  is  hardly  grounds  for  upsetting 
the  balance  of  trade — perhaps  even  to  the  extent  of 
closing  some  outlets! 

If  you  have  not  yet  made  a  return,  there  is  still  time 
before  the  later  stages  of  the  Lords  Bill.  Please  use  the 
coupon  in  the  February  24  issue. 

By  any  other  name 

Misquotation  of  the  week  must  surely  be  ICML's 
contention  (p293)  that  pharmacies  are  "traditionally 
and  habitually"  referred  to  by  the  shopping  public  as 
"retail  chemists"  (our  italics).  Within  the  profession, 
perhaps,  but  can  you  imagine  "Just  popping  round  to  the 
retail  chemists"?  And  to  the  retail  grocers,  retail 
butchers  and  retail  bakers,  presumably! 
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Chemists  top  in 
consumer  Sunday 
trading  poll 


Twenty-two  per  cent  of  the  population 
might  visit  chemists  on  Sundays  if  they 
were  open,  research  conducted  for  the 
National  Consumer  Council  has  shown 
— but  C<&D's  own  survey  of  subscribers 
indicates  that  80  per  cent  of  chemists  are 
opposed  to  Sunday  opening  (see  Com- 
ment, p291). 

Overall,  the  NCC  poll  (conducted 
among  a  sample  of  1,946  people  by 
NOP  Market  Research  Ltd)  suggested 
that  substantial  numbers  of  people  want 
to  shop  on  Sundays — far  more  (for 
certain  types  of  shopping)  than  want  to 
shop  on  other  days  of  the  week.  This 
leads  the  NCC  to  hail  the  Bill  to  amend 
the  Sunday  trading  laws  in  England  and 
Wales  (due  for  second  reading  in  the 
House  of  Lords  on  March  13)  as  "a  step 
in  the  right  direction." 

Laws  flouted 

"The  present  laws  are  unnecessary, 
openly  flouted  and  cannot  be  properly 
enforced,"  says  Maurice  Healy,  head  of 
the  NCC's  consumer  policy  unit.  "The 
result  of  Sunday  trading  laws  has  been 
a  series  of  absurd  distinctions  between 
what  is  allowed  to  be  bought  and  sold 
and  what  is  not.  Mothers  can  buy  gin, 
but  not  milk  powder  for  their  baby's 
bottle.  These  anomalies  are  unfair  to 
traders  and  incomprehensible  to  con- 
sumers. 

"In  principle,  it  should  be  open  to 
individual  shops  and  their  staffs  to  decide 
when  they  want  to  open.  Some  will 
decide  to  open  on  Sunday,  others  will 
not.  The  same  applies  to  other  days  of 
the  week.  Consumers  will  then  choose 
to  shop  where  and  when  it  suits  them 
to  do  so." 

According  to  the  NCC  poll,  the 
biggest  demand  (after  chemists)  was  for 
food  shops  (21  per  cent)  to  be  open; 
figures  for  other  types  of  shops  were : 
furniture  11  per  cent;  ladies/gents  cloth- 
ing 10  per  cent;  multiple  stores  10  per 
cent;  radio/TV/hi  fi  6  per  cent;  book- 
shops 6  per  cent. 

"Although  this  is  a  minority  of  people, 
it  is  a  very  substantia]  minority,"  claims 
Maurice  Healy.  "Compare,  for  instance, 
the  figures  from  the  Home  Office  survey 
on  which  days  of  the  week  people  did 
the  bulk  of  their  shopping — only  2  per 
cent  said  Mondays;  only  9  per  cent  said 
Tuesdays;  and  only  4  per  cent  said 
Wednesdays.  The  trend  was  towards  end 
of  the  week  shopping." 

However,  in  response  to  an  NCC 
question  on  what  extra  shopping  hours 
people  would  like  for  particular  items, 
the  percentages  wanting  Sunday  trading 


were  much  smaller — only  4  per  cent 
wanted  all-day  Sunday  trading. 

The  survey  also  produced  strong  sup- 
port for  more  late-night  trading. 

Because  some  opponents  of  Sunday 
trading  have  suggested  that  prices  would 
rise  as  a  result  of  it,  people  were  also 
asked  in  the  NCC  survey  whether  they 
would  be  prepared  to  pay  higher  prices 
in  return  for  longer  shop  opening  hours. 
Only  30  per  cent  of  those  in  favour  of 
longer  shopping  hours  said  they  would, 
and  of  these  four  out  of  five  said  they 
would  be  prepared  to  pay  up  to  5p  in  the 
£  more,  while  one  in  12  would  be  pre- 
pared to  pay  up  to  lOp  in  the  £  more. 

"However,  in  Scotland,  the  law  per- 
mits Sunday  trading  and  there  is  no 
evidence  to  suggest  that  Sunday  trading 
in  Scotland  has  brought  about  higher 
prices  there,"  comments  Maurice  Healy. 
"So  we  should  not  run  away  with  the 
idea  that  if  shops  were  allowed  to  trade 
on  Sundays  that  prices  would  neces- 
sarily go  up.  Once  shops  have  the 
freedom  to  decide  for  themselves 
whether  to  open  or  not,  they  will  decide 
whether  it  is  commercially  worth-while 


National  Health  Service  dispensing 
receipts  over  the  1978  Christmas  period 
represented  a  higher  proportion  of 
chemists'  total  turnover  than  they  did 
the  previous  Christmas.  However,  the 
figures  are  no  longer  strictly  comparable 
because  the  data  sources  have  been 
updated. 

According  to  the  latest  Retailer 
Bulletin  from  the  A.  C.  Nielsen  Research 
Co,  NHS  receipts  for  November-Decem- 
ber 1978  were  59.2  per  cent  of  total 
turnover  for  independents  and  44.5  per 
cent  for  multiples  and  Co-ops  (Boots 
excluded).  The  corresponding  figures  for 
the  same  period  in  1977  were — large 
independents  55.7  per  cent,  small  inde- 
pendents 55.1  per  cent  and  multiples  and 
Co-ops  43.6  per  cent  (the  bulletin  has 
now  stopped  distinguishing  between 
large  and  small  independents). 

Prior  to  Christmas,  the  NHS  propor- 
tion had  been  increasing  steadily  and  by 
September-October  1978  had  reached 
63.6  per  cent  for  independents  and  50.6 
per  cent  for  multiples  and  Co-ops. 

The  total  sterling  volume  increased 
to  £208. 645m  from  £181. 776m  in  Sep- 
tember-October 1978.  Multiples  slightly 
increased  their  share  from  13.7  per  cent 
to  14.6  per  cent,  with  independents' 
share  of  the  market  decreasing  from  86.3 


to  open  on  Sundays,  just  as  shoppers  will 
decide  whether  they  want  to  shop  then." 

Respondents  were  asked  by  NCC 
where  they  shopped  for  certain  items. 
For  "toiletries"  (shampoo,  toothpaste, 
medicines,  etc)  half  shopped  in  the  town 
shopping  centre,  9  per  cent  used  the  local 
small  corner  shops,  13  per  cent  relied 
upon  the  local  shopping  parade  and 
7  per  cent  the  village  shop. 

To  examine  the  case  for  change, 
respondents  were  asked  what  extra  shop- 
ping hours  they  would  like  for  each  of 
four  categories.  Three-quarters  said  they 
wanted  no  change  for  toiletries.  NCC 
comments:  "This  may  be  influenced  by 
the  fact  that  many  people  are  used  to 
having  access  to  chemists'  facilities 
already;  these  do  include  weekends  and 
late  nights.  Although  the  nature  and 
range  of  merchandise  which  they  can 
sell  is  restricted  by  law,  some  chemists 
have  found  it  difficult  to  restrict  sales  in 
this  way  and  do  sometimes  sell  a  fairly 
wide  range  after  the  'normal'  closing 
hours;  it  is  worth  pointing  out,  however, 
that  if  a  chemist  is  open  for  a  late  night 
rota  evening  he  can  sell  his  total  range 
up  to  eight  or  nine  o'clock,  depending 
on  local  bye-laws.  Nonetheless,  12  per 
cent  of  respondents  still  wished  to  see 
more  weekday  late  night  opening  for 
toiletries,  3  per  cent  expressed  a  prefer- 
ence for  Saturday  late  night  and  8  per 
cent  favoured  Sunday  options." 

Copies  of  the  NCC  statement,  "Sun- 
day trading — the  consumers'  view," 
together  with  the  poll  results  can  be 
obtained  (price  £1)  from  National  Con- 
sumer Council,  18  Queen  Anne's  Gate, 
London  SW1. 


per  cent  to  85.4  per  cent  during  this  time. 

The  average  number  of  prescriptions 
dispensed  per  shop  were:  Independents 
2,855  in  November  1978  and  2,917  in 
October  1978;  multiples  and  Co-ops 
2,420  and  2,381  respectively. 

The  Retailer  Bulletin  is  now  com- 
paring total  cash  sales  of  drug  stores 
and  pharmacies.  This  total  increased  to 
£1 12.713m  in  November-December  1978 
from  £86. 784m  in  the  immediately  pre- 
vious period.  Pharmacies'  share  of  this 
total  fell  slightly  from  80  per  cent  to 
79.4  per  cent. 

Average  weekly  cash  sales  per  shop 
were  multiples  and  Co-ops  £1,502  for 
November-December  (£1.093  in  Septem- 
ber-October); independents  £1,012 
(£796);  drug  stores  £1,809  (£1,353).  The 
weighted  average  of  all  types  was  £1,176 
(£906). 

The  bulletin  defines  a  drug  store  as 
a  retail  outlet  which  has  20  per  cent  or 
more  of  its  total  turnover  in  drugs, 
toilet  prepartions  and  cosmetics;  which 
does  not  have  a  larger  proportion  of  its 
turnover  in  any  other  commodity  and 
does  not  dispense.  Toilet  preparation 
dealers  and  herbalists  are  included.  Drug 
stores  have  been  introduced  into  the 
Nielsen  data  source  to  reflect  their 
"growing  importance". 


NHS  share  goes  up  again 
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ICML  clarify 
referendum 
objectives 

Independent  Chemists  Marketing  Ltd 
have  issued  a  statement  to  clarify  their 
objective  in  supporting  the  "Chemist" 
title  referendum.  ICML  say  that  follow- 
ing the  Pharmaceutical  Society  Statutory 
Committee  "Care  Chemist"  judgment  in 
1974,  reprimanding  the  pharmacist 
directors  of  ICML,  and  against  legal 
advisers'  recommendation,  ICML  were 
determined  not  to  seek  a  declaratory 
judgment  through  the  courts.  The 
directors  believed  that  such  a  policy  dis- 
agreement within  the  profession  would 
best  be  dealt  with  through  the  ordinary 
democratic  process. 

"The  referendum  conducted  by  the 
National  Pharmaceutical  Association  in 
1975  indicated  that  the  majority  of  phar- 
macists held  the  opinion  that  the  use  of 
'chemist'  in  advertisements  featuring 
toiletry  and  cosmetic  products  at  com- 
petitive prices  should  not  be  interpreted 
as  advertising  professional  services.  In 
fact,  81.5  per  cent  of  replies  received 
from  head  shops  agreed  with  this  view; 
and  it  must  also  be  remembered  that 
about  78  per  cent  of  all  pharmacists  on 
the  Society  Register  arc  gainfully  em- 
ployed in  retail  pharmacy. 

Base  broadened 

"In  February  1978,  the  NPA,  conscious 
of  growing  pressure  from  its  members, 
initiated  discussions  with  LJnichem  and 
ICML  as  a  result  of  which  it  was  decided 
that  all  three  parties  would  work  together, 
through  the  Electoral  Reform  Society 
to  carry  out  a  referendum  of  PSGB 
members,  in  other  words  to  broaden  the 
base  of  the  original  referendum  of  its 
own  members. 

"In  view  of  the  impending  Statutory 
Committee  hearing  of  the  Unichem  case, 
no  date  was  set  on  the  approach  to  the 
PSGB.  It  is  unfortunate  that  events  led 
to  the  referendum  proposal  being  put 
forward  at  the  same  time  as  the  Unichem 
decision  to  seek,  in  the  alternative,  a 
declaratory  judgment  in  the  High  Court. 

"The  ICML  directors  have  always  be- 
lieved the  indiscriminate  use  of  the  title 
'chemist'  in  advertising  would  be  equally 
as  wrong  as  the  current  ban  on  its  total 
use.  Hence,  from  the  outset,  ICML  have 
endeavoured  to  hold  discussions  with  the 
PSGB  on  how  'non-professional  services' 
should  be  defined,  and  to  the  laying  down 
by  the  Society  of  guidelines  to  prevent 
abuse,  and  that  the  use  of  the  title 
'chemist'  in  the  advertising  of  non- 
professional goods  and  services  should  be 
permitted. 

"The  objective  of  ICML  in  seeking  to 
use  the  title  'chemist'  in  Numark  member 
advertisements  is  to  gain  maximum  im- 
pact by  identifying  our  members'  pre- 
mises   as    they    are    traditionally  and 


Mr  David  Rogers,  MPS  Larkfield  Pharmacy,  near  Maidstone,  winner  of  Nivea's  national 
T-shirt  competition  being  presented  with  his  £500  cheque  by  Vic  Cayzer,  Nivea  national 
sales  manager 


habitually  referred  to  by  the  shopping 
public — retail  chemists.  To  those  involved 
in  attempting  to  stop  the  swing  of  sales 
and  profits  on  OTC  products  away  from 
independent  retail  chemists,  it  is  ab- 
horrent to  use  the  description  'shop'  and 
not  'chemist'. 

"ICML  believes  that  the  retail  chemist 
is  a  very  special  kind  of  retailer  and 
seeks  the  opportunity  to  convince  the 
shopping  public  of  this  belief.  But  let  it 
be  done  in  such  a  way  that  the  use  of 
the  title  'chemist'  in  advertising  enhances 
this  status  with  the  shopping  public. 

"Those  wholesalers  and  marketing  ex- 
ecutives employed  in  helping  independent 
chemists  become  more  efficient  in  dis- 
tribution and  price  competitive,  are  sin- 
cere and  responsible  people.  There  will 
be  no  shortage  of  support  for  working 
with  the  PSGB  in  the  creation  of,  and 
adherence  to,  a  code  of  practice.  In- 
dependent retail  chemists  have  a  serious 
trading  problem  that  needs  compromise 
on  both  sides  to  find  a  satisfactory 
solution  and  in  so  doing  huild  a  more 
secure  trading  future  for  independent 
chemists". 

Trade  fair 

A  trade  fair  for  retail  pharmacies  in 
north  Wales  and  the  Welsh  borders  is 
to  take  place  on  June  13-14.  Chemfair  79 
is  being  organised  by  L.  Rowland  and 
Co  Ltd,  Wrexham-based  pharmaceutical 
wholesalers  and  a  franchise  holder  in 
Numark.  The  fair  will  be  held  at  the 
Plas  Madoc  leisure  centre,  Acrefair. 

The  company  is  negotiating  special 
trade  promotions  so  that  Numark  and 
non  Numark  chemists  attending  can  get 
maximum  advantage  from  orders  placed 
at  the  fair  for  the  late  summer  and 
Christmas  periods. 


Do  not  withhold 
VAT  from  suppliers 
says  NAPD 

The  National  Association  of  Pharma- 
ceutical Distributors  has  issued  a  warn- 
ing about  the  NPA's  advice  to  withhold 
VAT  payment  from  suppliers  during  the 
civil  service  unions'  computer  strike  (last 
week  p246). 

The  NPA  had  received  calls  from 
pharmacists  worried  about  their  inability 
to  pay  wholesalers  if  VAT  repayments 
were  delayed  by  the  strike. 

Mr  Roy  Leaver,  NAPD  secretary, 
says:  "The  total  debt,  including  any 
VAT,  arising  from  the  sale  of  goods  be- 
comes due  according  to  the  wholesaler's 
conditions  of  sale  and  no  portion  of  the 
debt  can  be  treated  any  differently  from 
any  other." 

"I  am  sure  that  most  members  of  my 
association  will  treat  with  sympathy  any 
cash  flow  problems  caused  to  retailers 
by  the  strike  at  the  VAT  computer 
centre,  if  these  problems  are  formally 
brought  to  their  attention  by  individual 
retailers,  but  my  members  could  not 
accept  automatic  deduction  of  VAT." 

'High  level'  meeting 
on  industry 

Mr  David  Ennals,  Secretary  for  Social 
Services,  hopes  to  be  present  at  a  high 
level  tripartite  meeting  under  the  aegis 
of  the  Pharmaceutical  Sector  Working 
Party  on  April  10,  he  told  Mr  Kenneth 
Clarke  this  week  in  the  Commons.  A 
wide  range  of  issues  would  be  discussed 
concerning  the  well-being  of  "this  im- 
portant and  successful  industry",  Mr 
Ennals  added. 
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leview  committee's 
s  on  aspirin 


Recommendations  on  aspirin  products 
have  been  released  for  consultation  by 
the  Committee  on  the  Review  of  Medi- 
cines. Under  the  proposals,  soluble 
aspirin  with  excess  alkali  or  in  highly 
buffered  solution  could  be  indicated  for 
the  symptomatic  relief  of  headache  with 
upset  stomach,  and  the  promotional 
claim  that  soluble  or  dispersible  aspirin 
may  cause  less  stomach  upset  and  may 
act  faster  than  ordinary  aspirin  would 
be  permissible. 

The  review  (recommendation  28) 
applies  to  all  products  containing  aspirin 
— promoted  to  the  medical  profession, 
through  pharmacies  or  on  general  sale. 
Other  recommendations  include,  for 
non-prescription  products,  an  additional 
label  warning  "Do  not  take  if  you  have 
a  stomach  ulcer".  Where  tablets  are  sup- 
plied under  the  generic  name  in  a 
strength  other  than  300-325mg,  the 
dosage  instructions  should  include  "Not 
usual  strength — follow  dosage  instruc- 
tions carefully". 

Medical  indications 

Indications  allowable  for  products 
promoted  to  the  medical  profession  are: 
analgesic,  anti-pyretic  and  anti-inflam- 
matory indications  including  rheumatoid 
arthritis,  osteoarthrosis,  and  acute  and 
chronic  rheumatic  conditions;  sympto- 
matic relief  of  influenza  and  feverish 
colds;  mild  to  moderate  pain  including 
headache,   toothache,  dysmenorrhoea. 

For  products  on  sale  to  the  public 
anti-inflammatory  indications  are:  Symp- 
tomatic relief  of  sprains,  strains, 
rheumatic  pain,  sciatica,  lumbago, 
fibrositis,  muscular  aches  and  pains,  joint 
swelling  and  stiffness.  Analgesic  and 
anti-pyretic  indications  are:  Mild  to 
moderate  pain  including  headache, 
migraine,  neuralgia,  toothache,  sore 
throat,  period  pains,  aches  and  pains; 
Symptomatic  relief  of  influenza,  fever- 
ishness,  feverish  colds.  The  usual  adult 
dosage  would  be  single  dose  300-l,000mg 
with  a  maximum  daily  4g  in  divided 
doses.  Dosage  instructions  should  include 
time  intervals  between  doses  and  the 
maximum  daily  dose  in  number  of 
tablets. 

The  children's  dosage  (analgesic  and 
anti-pyretic  indications  only)  would  be 
age  related :  1  year  to  under  2 — 75mg, 
2  to  under  4 — 75-150mg,  4  to  under  6 
— 225-300mg,  6  to  under  12— 300-450mg. 
Instructions  should  include:  A  warning 
that  the  product  should  not  be  given  to 
children  under  the  age  of  one  year 
except  on  doctor's  advice;  time  intervals 
between  doses  and  maximum  number  of 
doses  in  a  24-hour  period;  a  warning 
that  dosage  should  not  be  continued  for 
more  than  three  days  without  consulting 
a  doctor. 

For  powders,  all  products  should  be 
single    dose    preparations    and  should 


carry  instructions  "Powders  should  be 
mixed  in  water  before  being  taken". 
The  claim  "causes  less  stomach  upset" 
is  not  acceptable. 

All  aspirin  mixtures  should  be  freshly 
prepared.  Due  to  stability  problems, 
there  is  no  place  for  ready  prepared 
aspirin  mixtures.  CRM  says.  There  is 
no  objection  to  the  inclusion  of  flavours 
in  aspirin  products  but  colouring  should 
not  be  allowed  in  aspirin  tablets. 

Death  following 
drug  mix-up 

A  Highbury  doctor  mistakenly  wrote 
out  the  wrong  prescription  for  a  chronic 
schizophrenic,  and  within  a  fortnight  the 
man  was  dead.  Pathologist  Dr  Peter 
Jerreat  told  St  Pancras  Coroners  Court 
recently  that  Mr  Ronald  Charles  Cooper, 
58,  47  Calabria  Road.  Highbury,  had 
died  from  bronchial  pneumonia  result- 
ing from  a  very  low  blood  sugar  level. 

Dr  Heather  Reckless,  65  Highbury 
New  Park,  Highbury,  mistakenly  gave 
Mr  Cooper  chlorpropamide  instead  of 
his  regular  chlorpromazine.  At  the 
inquest  she  said  she  usually  gave  him 
Largactil  but  this  time  wrote  the  generic 
name  on  the  prescription. 

The  pharmacist,  Mr  Grant  Short. 
Rose  Chemists  Ltd,  216  St  Pauls  Road, 
Islington,  interpreted  Dr  Reckless's 
instruction  to  provide  25mg  strength 
tablets  as  a  slip  of  the  pen,  since  the 
chlorpropamide  came  in  100  and  250mg 
strengths.  Believing  that  Dr  Reckless  had 
trailed  off  her  writing  and  missed  the 
final  zero,  he  gave  Mr  Cooper  chlor- 
propamide 250mg.  He  told  the  inquest 
that  for  a  normal  person  the  drug  would 
reduce  the  blood  sugar  level  to  such  a 
degree  that  one  would  collapse  within  a 
couple  of  days. 

Four  days  after  receiving  the  pres- 
cription on  January  21,  Mr  Cooper  was 
admitted,  unconscious,  to  the  Royal 
Northern  Hospital,  HoIIoway.  and  he 
died  on  January  28.  The  coroner, 
Dr  Thomas  Dale,  recorded  a  verdict  of 
death  from  misadventure. 

Lavatory  paper  use 

The  average  British  family  uses  90  rolls 
of  lavatory  paper  a  year,  according  to 
the  March  Which?  report.  The  only 
criterion  to  be  considered  when  buying 
lavatory  paper  appears  to  be  the  cost  per 
sheet  according  to  the  report.  Soft  rolls 
were  a  better  buy  than  soft  and  hard 
packs.  Of  the  19  brands  tested  Tesco's 
brand  at  3}p  per  100  sheets  was  the 
cheapest  with  a  range  of  four  colours 
and  Nuhome  in  only  pink  and  white  was 
the  most  expensive  at  6p  per  100.  Nu- 
soft  was  5ip  per  100 

Sheet  size  did  not  appear  to  be  an 


important  factor.  Users  did  not  think 
even  the  smallest  sheets  were  too  small. 
Many  of  the  brands  had  some  defects, 
mostly  ragged  edges,  faulty  perforations 
and  glued-down  sheets,  but  no  brand 
was  consistently  faulty  and  none  of  the 
defects  were  really  serious. 

Drug  access  too 
easy,  says  judge 

An  Appeal  Court  judge  last  week  criti- 
cised the  ease  with  which  people  can 
obtain  an  "addictive"  prescription  drug. 

Commenting  on  the  case  of  a  woman 
who  admitted  getting  prescriptions  for 
methylphenidate  from  about  200  doctors. 
Lord  Justice  Shaw  said:  "It  is  a  some- 
what disquieting  feature  of  this  case  that 
reputable  doctors  of  experience  can  so 
easily  be  imposed  upon.  She  was  able  to 
deceive  them  time  and  time  again  into 
giving  her  prescriptions  for  this  drug". 

The  court  reduced  to  four  years  a 
seven-year  jail  sentence  imposed  on  Mrs 
Ann  Cathro.  of  Wallingford.  A  £1,000 
fine  was  quashed.  Mrs  Cathro  had 
pleaded  guilty  at  Knightsbridge  (Lon- 
don) Crown  Court  to  conspiring  to 
supply  the  drug;  possessing  it  with  intent 
to  supply,  and  obtaining  property  by  de- 
ception. 

Lord  Justice  Shaw  said  that,  while 
Mrs  Cathro  might  rightly  have  been  de- 
scribed by  the  trial  judge  as  "the  evil 
sinner",  others  involved  had  received 
lesser  sentences  for  the  same  offences  and 
the  appeal  court  should  exercise 
clemency. 

Batteries  high  in 
TV  'interest'  chart 

In  the  period  between  January  10  and 
February  6  the  television  advertisement 
which  was  the  most  successful  in  cap- 
turing viewers'  attention  was  one  for  an 
EMI*  record,  "Don't  walk,  boogie" 
according  to  the  Television  Advertising 
Bureau  (TABS).  They  regularly  compile 
a  league  table  of  "interest"  levels  among 
a  panel  of  3,500  viewers  in  the  London 
television  area. 

A  separate  table  comprised  of  products 
of  special  interest  to  chemists  places  the 
advertisement  for  Ever  Ready  batteries 
at  the  top  (it  came  equal  ninth  in  the 
overall  table).  The  following  list  has 
been  prepared  by  TABS  for  C&D  (a 
score  of  50  is  a  good  average,  81  the 
highest  ever  and  30  is  reported  as  low): 


Ever  Ready  batteries  66 

Marmite  62 

Hacks  61 

Dettol  60 

Imperial  Leather  soap  58 

Vick  vapour  rub  56 

Temana  air  fresh  ball  56 

Ovaltine  56 

Softex  55 

Kleenex  Super  3  55 


Macleans,  Kleenex  toilet  tissues  and 
Coldrex  were  just  outside  the  ten.  More 
information  and  reports  covering  all 
advertised  brands  are  available  from 
TABS  at  12  Greek  Street,  London  Wl. 
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Our  best  products 
are  shelved 

.  .  .  but  you  can  reach  for  them  with 
confidence.  Evans.a  name  known 
worldwide  by  pharmacists,  doctors  and 
veterinary  surgeons,  manufacturers  of 
galenicals,  standard  drugs, 
pharmaceutical  specialities,  fine 
chemicals  and  biologicals.  Over  1000 
products  to  meet  your  requirements 
with  reliability. 

Reach  for  the  name  .  .  . 

EVANS  MEDICAL  LTD. 
SPEKE,LI  VERPOOL  L24  9JD 
Tel.  051-486  1881  Telex  628668 


Evans 
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A  myth  exploded 

One  widely-held  impression  we'd 
like  to  correct  is  that  the  ATV  Retail 
Sales  Force  calls  only  on  grocery 
outlets. 

In  fact  their  campaigns  take  them 
into  the  Hardware  and  Off-licence 
trades,  as  well  as  to  Travel  Agents,  Toy 
Shops,  and  naturally,  Chemists. 

Possibly  it's  the  experience  with 
this  wide  range  of  products  and  outlets 
that  contributes  so  much  to  the 
enthusiasm  and  success  of  our  sales 
teams. 

TheTheatre 

And  for  those  who  don't  already 
know,  ATV  Retail  Sales  Force  briefings 
are  held  in  our  superb  80  seater 
Viewing  Theatre  at  the  ATV  Centre  in 
Birmingham,  which  can  also  be  used  by 
advertisers  to  brief  salesmen  and 
distributors  first  hand. 

To  return  to  the  original  question; 
a  television  campaign  will  move  the 


The  success  or  failure  of  your  television  campaign  p  ° 
may  depend  on  your  answer  to  this  simple  question. 


help  you  put  it  there,  to  begin  with. 


Which  comes  first,  the  distribution 
or  the  advertising? 

Simple,  you'd  think. 

And  yet  often  easier  said  than  done. 

Not  only  do  wholesalers  and 
retailers  need  to  have  confidence  in 
the  product,  they  also  want  to  know 
about  the  advertising  effort  that  is 
supporting  it. 

That's  where  we  come  in! 

By  using  our  Retail  Sales  Force, 
advertisers  can  give  their  products  that 
extra  distribution  'edge'  that  so  often 
determines  the  success  of  their 
advertising  campaigns. 

!  \;:>-::-,;-k-Ar  i  -  k 

The  ATV  Retail  Sales  Force 
consists  of  experienced  sales  teams 
working  within  the  major  conurbations 
of  the  ATV  area. 


They'll  sell  an  advertiser's  product 
into  the  retailers,  normally 
concentrating  on  the  symbol  and 
independent  trade,  while  his  own 
sales  force  majors  on  key  accounts. 

While  selling-in  is  their  prime 
activity  they  are  equally  at  home 
merchandising  and  promoting  in-store, 
at  both  wholesale  and  retail  level. 

Above  all,  they  carry  the  weight  of 
ATV  with  them,  because  their 
customers  know  that  the  products  the 
Retail  Sales  Force  are  selling  will  be 
advertised  on  ATV. 

It  can't  be  otherwise! 

Their  success  is  not  only  reflected 
in  the  advanced  bookings  we  now 
carry  but  also  in  the  bulging  file  of 
testimonials,  (some  of  them 
unsolicited!),  that  ManagerTom  Fernie 
has  in  his  office  from  delighted,  and 
occasionally  surprised,  customers. 


Please  send  me  your  new  brochure 

and  rate  card;  I'd  like  to  know  even  more 

about  the  ATV  Retail  Sales  Force 


Name  . 


Position. 
Address. 


Post  to  Tom  Fernie, 
ATV  Retail  Sales  Force, 
Bridge  Street,  Birmingham, 
ortelephone  him,  on  021-236  5601 

ATV  Retail  Sales  Force 
Puts  the  product  on  the  shelf 


J 
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PEOPLE 

Mr  Leslie  B.  Singleton,  FPS,  has  retired 
as  director  of  the  Asthma  Research 
Council,  London,  after  an  association  of 
18  years.  The  Council,  founded  in  1927, 
finances  research  projects  in  British  uni- 
versities and  hospitals  into  all  aspects  of 
asthma  and  related  allergies.  Qualifying 
in  1931,  Mr  Singleton  gained  experience 
in  the  pharmaceutical  industry  with 
Evans  Biological  Institute,  Runcorn, 
Burroughs  Wellcome's  advertising  depart- 
ment, and  was  on  the  editorial  staff  of 
Chemist  &  Druggist  for  many  years. 

He  became  managing  director  of 
General  Advertising  Co  Ltd  in  1945  and 
later  started  his  own  advertising  agency 
in  London,  specialising  in  pharmaceutical 
accounts.  In  1963  he  merged  his  company 
with  Grant  Advertising  London,  part  of 
the  Chicago-based  Grant  Advertising 
International,  and  for  a  while  managed 
their  operations  in  Bangkok,  Thailand. 

Deaths 

Peacock:  On  February  28,  Mr  Robert 
Peacock,  MPS.  170  Carmyle  Avenue, 
Carmyle,  Glasgow.  Lanarkshire.  Mr  Pea- 
cock qualified  in  1956. 

News  in  brief 

□  Chemists  and  appliance  suppliers  in 
Northern  Ireland,  in  December  1978, 
dispensed  1,071,707  prescriptions  (658,440 
forms)  at  a  gross  cost  of  £2,521,860, 
representing  an  average  cost  of  £2.35  per 
prescription. 

□  A  chart  showing  the  relative  costs  of 
drugs  to  meet  megaloblastic  anaemia  of 
pregnancy  has  been  circulated  to  phar- 
macists and  doctors  in  Scotland  by  the 
Scottish  Home  and  Health  Department. 
For  28  days'  treatment,  the  cost  ranges 
from  20p  for  iron  and  folic  acid  BNF 
to  74p  for  Irofol  C. 

□  About  30  patients  in  Cambridgeshire 
old  people's  homes  are  to  take  part  in 
a  controlled  trial  of  Lucidril  to  see  if 
the  drug  is  beneficial  in  preventing  senil- 
ity. It  is  hoped  that  the  drug  will  mostly 
help  those  with  memory  loss.  The  trial 
was  mentioned  on  Wednesday's  BBC 
radio  programme,  "Today,"  when  the 
announcer  said  that  the  drug  was  avail- 
able only  on  prescription  so  listeners 
would  "just  have  to  see  your  own 
doctor"  if  they  wanted  it. 

□  The  Health  and  Safety  Executive 
published  "Health  &  Safety  Statistics 
1976"  (HM  Stationery  Office,  £1.75). 
According  to  the  figures  569  people  died 
in  accidents  in  industries  covered  by  the 
Health  and  Safety  Commission,  the 
lowest  figure  for  50  years.  The  provi- 
sional figure  for  deaths  from  prescribed 
industrial  diseases  is  867.  The  most  dan- 
gerous industry  covered  by  the  Commis- 
sion was  quarrying,  with  a  death-rate 
of  32.6  per  100,000  workers  at  risk, 
compared  with  3.4  for  all  manufacturing 
industries. 


TOPICAL  REFLECTIONS 

by  Xrayser 

Peter  to  pay  Paul 

I  wrote  last  week  that  I  was  fighting  to  survive  in  business  despite  a 
malevolent  government  and  an  indifferent  populace.  I  regret  that  last 
phrase,  for  it  is  not  true,  but  spun  itself  so  unobtrusively  that  it  was  not 
until  I  saw  it  in  print  that  I  realised  what  I  had  said.  I  may  have  had  a 
jaundiced  view  of  the  public  that  day,  having  had  a  singular  run  of 
miseries  in  the  shop,  but  as  if  to  hammer  home  my  gaffe,  the  same  issue 
of  C&D  saw  the  publication  of  a  report  from  the  National  Consumer 
Council,  which  in  its  conclusions  said:  "We  have  observed  the  high 
standard  of  service  given  by  pharmacists  and  their  high  esteem  in  the 
community". 

If  we  are  feeling  low,  or  worried  about  business,  it  is  very  easy  to 
discount  the  prestige  we  hold  in  the  community  and  which  we  have 
earned  over  generations  by  service  given  as  a  matter  of  course.  I  think 
the  quality  of  this  service  comes  from  the  unique  conditions  which  apply 
in  retail  pharmacy — the  need  for  high  professional  standards,  and  the 
stimulus  of  commercial  competition.  For  years  we  have  given 
disinterested  advice  because  we  saw  in  it  a  fulfilment  of  professional 
responsibility  as  well  as  the  giving  of  a  service,  which  seen  to  be  good, 
would  ensure  continuity  of  custom  and  thus  generated  business  enough 
to  cover  the  cost  of  free  advice. 

But  times  change,  and  we  no  longer  have  these  traditional  retail  sales 
to  ourselves.  The  margins  have  shrunk,  because  Governments 
insensitive  to  the  subtleties  of  pharmaceutical  ecology  have  seen  fit  to 
beat  all  retailers  into  "efficiency'' — which  is  supposed  to  help 
"consumers"  by  removing  "inefficient"  retailers  by  the  thousand, 
replacing  them  with  a  few  larger  stores  whose  prices  are  slightly  lower. 
Not  only  that,  these  same  governments  have  consistently  refused  to 
recognise  that  contractors  have  the  same  need  as  any  other  group  of 
businessmen  to  make  allowances  for  inflation. 

Over  the  past  year  or  so  I  have  had  some  of  my  wholesalers 
progressively  reduce  my  credit  from  three  to  one  month.  It  has  played 
havoc  with  my  cash  flow,  which  is  now  quite  worrying.  Having  done  my 
monthly  VAT  return  I  find  I  am  owed  some  £400  by  the  Customs  and 
Excise  which  I  will  not  get  until  the  Civil  Service  strike  is  settled  although 
I  have  already  paid  my  major  creditors.  I  like  the  thought  of  witholding 
VAT  from  the  rest  of  my  suppliers  and  giving  them  lOU's  as  advised. 
I'm  glad  the  NPA  suggested  it  for  I  am  just  making  up  my  clearing  house 
schedule  with  payments  to  about  a  couple  of  dozen  firms.  If  the  strike 
continues,  I  reckon  that  next  month  I  II  get  the  balance  nicely  in  my 
favour  for  a  change.  How  about  you? 

Losing  business 

I  have  always  enjoyed  photography,  partly  as  a  hobby,  partly  because, 
being  a  mere  man,  I  am  fascinated  by  the  technical  beauty  of  the 
mechanical  and  electrical  apparatus,  and  like  to  handle  such  fine  tools, 
and  partly  because  it  can  be  profitable  business.  I  have  always 
specialised  in  providing  a  first  class  D&P  service  with  a  host  of 
ancillary  services,  from  hand-finished  enlargements,  to  movie  editing.  I 
used  to  carry  a  fair  range  of  cameras  too  but  lost  out  to  the 
discounters  because  I  didn't  have  the  cash  or  energy  to  go  into 
a  business  which  demanded  full-time  attention.  I  guess  I  am  a  pharmacist 
first  and  prefer  to  keep  photography  as  a  sideline.  Even  so  I  always  find 
photographic  supplements  of  great  interest. 

However  I  find  with  a  smaller  equipment  turnover  than  formerly,  I 
have  problems  in  seeing  what  I  want.  We  no  longer  have  visits  from 
the  Kodak  or  Agfa  reps  at  all,  nor  from  the  specialist  wholesalers,  and 
there  is  no  doubt  that  the  absence  of  these  callers  has  contributed  to  the 
decline  of  equipment  sales.  Much  wider  sales  could  be  made  by 
distributors  if  they  were  to  bring  samples  to  us  so  we  could  handle  them 
and  know  what  we  are  buying.  I  think  they  would  find  a  surprising 
welcome,  for  if  the  amount  of  D&P  I  do  is  anything  to  go  on,  there  just 
has  to  be  potential  for  more  sales. 
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March  promotions  from  Numark  offer 
something  special  for  Mother's  Day 


Numark  March  promotion,  in  store 
March  12-24,  offers  a  range  of  low  price 
toiletries  under  the  theme  "Numark 
makes  a  mother's  day!  "  Recently 
launched  Woodleigh  Green  shampoo  will 
be  on  offer  at  24p — half  the  manufac- 
turers recommended  price.  Carnation 
Slender  sweetners  are  included  to  support 
the  March  "Superbuy*' — Carnation  Slen- 
der, on  offer  at  53p.  For  the  first  time, 
L'Oreal  products  will  feature  in  a 
Numark  national  promotion;  Recital  and 
Elnett  hairspray.  Ronson  hairdryers  are 


included  as  supplementary  lines. 

The  full  range  of  products  and  prices 
are  as  follows:  Main  lines;  the  March 
"Superbuy" — Carnation  Slender,  Carna- 
tion Slender  sweetners,  Woodleigh  Green 
shampoo,  Elnett  hairspray.  Recital, 
Cream  Silk  conditioner,  Crest,  Harmony 
hair  colourant,  Ribena,  Elastoplast  Air- 
strip or  fabric,  Kleenex  Super  3  tissues 
and  Gillette  Gil  cartridges.  Supplemen- 
tary lines;  Ronson  Hot  Shot  RC1000 
hairdryer,  Ronson  stylerdryer  RSD8, 
Radox  herbal  bath,  Dextrosol,  Fashion 


My  daughter  s  cars 
were  pierced 
at  a 


cfymjist 


i 

I  Please  send  me  the  Inverness  brochure 

i  Please  ask  a  representative  to  telephone  me  to  arrange 

g  a  no  obligation  demonstration 

Name  

Address  



Telephone  No  


Style  home  perms,  Palmolive  shaving 
cream  and  Euthymol.  Optional  extras  are 
Hedex  and  Valderma. 

The  promotion  will  be  advertised  in 
the  Daily  Mirror,  Daily  Express  and 
Daily  Record.  This  will  be  supported 
with  solus  advertisements  for  Carnation 
Slender  in  the  Sun  and  the  Daily  Mirror. 
Local  advertising  will  appear  in  the 
Aberdeen  Press  &  Journal,  The  Bradford 
Telegraph  &  Argus,  on  Ulster  Television 
and  in  other  local  newspapers.  The 
monthly  package  of  merchandising 
materials  sent  to  Numark  chemists  will 
include  a  banner  designed  to  stimulate 
sales  in  the  run-up  to  Mother's  Day. 

During  March,  ten  NPA  products  will 
be  offered  to  consumers  at  reduced  prices. 
They  are  2p  off  a  pack  of  glucose,  4p 
off  Nusoft  shampoos  and  Nusoft  hair- 
spray, 34-p  off  a  pack  of  Nusoft  dispos- 
able nappies,  4p  off  a  carton  of  Nusoft 
luxury  medicated  nappy  liners.  3p  off 
Nusoft  cotton  buds,  64- p  off  Nusoft  2s 
toilet  rolls.  5p  off  a  packet  of  Hanx  plus 
a  5p  coupon  towards  the  next  packet  of 
Hanx  purchased  and  15p  off  a  pack  of 
Nuhome  washing-up  liquid  and  Nuhome 
disinfectant  and  10p  a  pack  off  all  other 
products.  As  usual,  member  chemists  will 
receive  case  bonuses  on  all  these  lines 
and,  in  addition,  advantageous  case 
bonuses  will  be  offered  on  Nusoft  12s 
hankies  and  Superframe  photo  frames. 
ICML,  51  Boreham  Road,  Warminster. 

Amplex  deodorants 
repacked  by  Ashe 


Amplex  antiperspirant  deodorant  has 
been  repackaged  and  a  new  fragrance, 
herbal,  added  to  the  range.  The  roll-on 
ball  has  been  increased  in  size  and  the 
contents  increased  from  40ml  to  50ml 
(£0.46).  The  pack  has  been  designed  to 
give  greater  impact  at  point  of  sale. 

A  special  display  case  containing  eight 
packs  of  each  fragrance  plus  a  header 
board  is  available.  Starting  in  April  the 
brand  will  be  supported  by  an  advertising 
campaign  on  television  and  in  women's 
magazines. Av/ie  Laboratories  Ltd,  Ashe- 
tree  Works,  Kingston  Road,  Leatherhead, 
Surrey  KT22  7JQ. 
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New  Airwick  Stick  Up  launched 
into  the  solid  freshener  market 


Beecham  Toiletries  are  launching  a  new 
concept  from  Airwick  called  Stick  Up 
into  the  solid  air  freshener  market. 

The  total  air  freshener  market,  cur- 
rently valued  at  £14  million  at  rsp,  has 
expanded  by  70  per  cent  in  unit  sales 
since  1974  and  also  undergone  something 
of  an  internal  revolution.  Over  that  short 
period  aerosols  have  remained  relatively 
static,  but  the  unit  sales  of  the  solid 
segment  have  increased  by  over  200  per 
cent,  lifting  this  segment's  1974  UK  share 
of  only  30  per  cent  to  almost  60  per 
cent  today. 

The  concept  of  Stick  Up  has  been 
evolved  from  Airwick  consumer  research 
which  discovered  that  there  was  a  sub- 
stantial sector  of  consumer  demand 
which  was  not  yet  being  satisfied  by  any 
of  the  products  available  on  the  market. 
Precisely  what  they  wanted  was  a  differ- 
ent kind  of  air  freshener  which  could  be 
easily  hidden  from  view.  Stick  Up 
(£0.45)  is  the  developed  result — a  new  air 
freshener  in  a  compact  container,  which 
with  the  aid  of  the  adhesive  pad,  can  be 
stuck  in  places  where  odours  lurk  says 
the  company. 

The  Stick  Up  range   includes  three 


Edwin  Burgess 
field  a  force 

Edwin  Burgess  Ltd  are  commencing  field 
operations  with  a  GP  and  retail  sales 
force.  The  first  group  of  seven  will 
service  retail  and  wholesale  outlets  in 
urban  territories  including  Belfast,  Bristol, 
Leeds,  north  London,  north-east  London, 
Manchester  and  Sheffield-Nottingham  A 
further  group  of  six  covering  Birming- 
ham, Leicester-Derby,  Liverpool,  north- 
west London,  south-east  London  and 
Tyneside  go  on  territory  in  mid-May. 

The  primary  object,  says  the  company, 
will  be  to  establish  comprehensive  distri- 
bution in  the  territories  for  GP  products, 
including  Drug  Tariff  dressings,  Tenavoid 
and  Natuderm.  EBL  anticipate  Natu- 
derm  will  rapidly  find  an  important  place 
in  "counter  prescribing"  for  dry  skins 
since  it  is  a  close  analogue  of  human  skin 
film  emulsion.  The  product  is  growing 
even  though  it  has  received  only  pilot 
advertising  support  in  GP  tabloids. 

Lion  ointment  is  to  receive  heavy  Press 
promotion,  which  will  be  progressively 
intensified  EBL  bel  ieve  that  during  the 
period  before  the  Leo  takeover,  many 
retailers  had  gained  the  impression  that 
Lion  ointment  was  no  longer  available — 
an  impression  which  they  now  intend  to 
rectify.  Retailer  support  material, 
generous  bonusing  in  representative  terri- 
tories, and  later  this  year,  cash  competi- 


fragrances — forest  pine,  summer  garden 
and  fresh  citrus.  In  each  case  the  pack 
is  blistered  onto  a  display  card,  with  an 
eye-catching  surface  design,  which  is 
both  self-standing  on  shelf,  or  can  be 
hung  from  a  suitable  dispenser. 

The  launch  will  be  supported  by  a 
£350,000  burst  of  television  advertising 
using  the  theme  "This  is  a  good  place 
for  a  Stick  Up".  Distributors:  Beecham 
Toiletries,  Beecham  House,  Great  West 
Road,  Brentford,  Middlesex. 


tions  will  all  be  used  to  encourage 
awareness  and  support.  The  company's 
declared  intention  to  distribute  Lion 
ointment  only  through  registered  phar- 
macies, will  probably  enhance  their 
acceptance  with  the  retailer  hard  pressed 
by  drug  stores  and  supermarkets.  Edwin 
Burgess  Ltd,  77  U.xhridge  Road,  Hayes, 
Middlesex  UB4  0LF. 

Ronson  withdraw 
from  haircare 

Ronson  are  withdrawing  from  the  hair- 
care  market,  although  spares  and  servic- 
ing for  existing  products  will  be  available 
for  many  years,  they  say.  The  decision  is 
coupled  with  a  merging  of  the  two  sales 
forces — flame  and  electrical. 

Managing  director,  Mr  A.  Van  Cylen- 
burg,  says  the  diversification  into  writing 
instruments  in  1978,  and  the  proliferation 
of  haircare  products  has  lead  to  the 
reappraisal.  The  1979  objectives  are  to 
consolidate  the  company's  position  in  the 
cigarette  lighter  market,  to  achieve  15  per 
cent  in  shavers  and  to  concentrate  greater 
effort  into  blowtorches. 

The  company  expects  to  introduce 
more  products  into  diversified  markets 
and  feels  a  combined  sales  force  would 
facilitate  it.  The  new  team  comprises: 
Mr  J.  Godwin,  marketing  director,  and 
Mr  A.  Tipping,  senior  executive-market- 
ing, responsible  for  all  domestic  market- 


ing services  and  sales;  Mr  B.  W.  Palmer, 
general  sales  manager,  responsible  for  all 
sales  and  sales  personnel;  Mr  J.  R. 
Connor,  national  field  sales  manager  for 
shavers,  toothbrushes  and  blowtorches; 
Mr  R.  E.  Schild,  district  sales  manager 
for  shavers,  toothbrushes  and  blow- 
torches; Mr  D.  G.  Tackley-Goodman, 
national  accounts  manager;  Mr  M.  R. 
Lillywhite,  assistant  to  general  sales 
manager;  Mr  G.  O.  Trigg,  new  products 
manager.  Ronson  Products  Ltd,  Randalls 
Road,  Leatherhead,  Surrey. 

Out  of  Turns 

Turns  are  temporarily  out  of  stock 
following  production  difficulties.  It  is 
anticipated  that  stocks  will  again  be 
available  mid  April.  Berk  Pharmaceuti- 
cals Ltd,  Station  Road,  Shalford,  Guild- 
ford, Surrey. 

Hymosa  balm 

New  Era  have  produced  new  packaging 
for  their  Hymosa  balm  (£0.61),  now  avail- 
able in  a  50g  tube.  There  are  six  tubes  to 
each  display  pack.  New  Era  Laboratories 
Ltd,  39  Wales  Farm  Road,  London. 

Bodykin  boost 

To  help  stockists  display  and  promote 
Bodykin  for  Mother's  Day,  a  special 
selection  of  point-of-sale  material  has  been 
designed,  including  a  shelf-talker  and 
display  cards. 

In  addition,  chemists'  assistants  up  and 
down  the  country  who  have  taken  orders 
for  the  product  will  be  receiving  a  free 
sample  of  Bodykin's  relaxation  which, 
together  with  indulgence,  vitality  and 
moisturising  skincare,  make  up  the  range. 
Bayer  UK  Ltd,  Consumer  Products 
Group,  Burrell  Road,  Hay  wards  Heath, 
West  Sussex  RH16  1TP. 

ON  TV 
NEXT  WEEK 

Ln — London,  M — Midlands.  Lc — Lancashire.  Y— 
Yorkshire.  Sc— Scotland,  WW— Wales  and  West, 
So — South;  NE — North-east.  A — Anglia.  U — Ulster, 
We — Westward,  B — Border.  G — Grampian. 
E — Eireann;  CI — Channel  Island. 

Alka  Seltzer:  All  except  A 

Anadin:  All  areas 

Crest:  M,  Y,  Sc,  A,  G 

Head  &  Shoulders:  Ln,  M,  Y,  Sc,  A,  U, 

G,  CI 

Kotex  Simplicity:  M.  Y,  Sc,  WW,  NE,  We, 
CI 

Savlon:  All  areas 

Wondra:  Y,  NE 

Zest:  M,  Lc,  Sc,  B,  G 
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J  &  J  s  promotional  push 
for  baby  cream 

Money-off,  gifts,  samples  and  holidays 
are  a  few  of  the  items  included  in  the 
new  promotion  for  Johnson's  baby  cream. 
From  this  month  retailers  will  be  offered 
not  only  discounts  on  both  sizes  of 
Johnson's  baby  cream,  but  also  the 
chance  to  win  £2,000  worth  of  prizes  in  a 
"Silver  Treasure  Trail"  competition  and 
enter  for  a  free  draw  for  a  pair  of  silver 
goblets  worth  £15.  The  first  prize  is  a 
luxury  weekend  for  two  in  Jersey,  plus 
the  choice  of  £500  worth  of  silver  or 
jewellery  from  a  leading  store.  The 
second  prize  is  a  "Silver  Collection" 
consisting  of  candelabra,  tray  and  condi- 
ment set  worth  £100.  The  third  prize  is 
a  pair  of  silver  candelabra  worth  £50. 
The  free  draw  will  consist  of  50  pairs  of 
silver  goblets. 

At  the  same  time  consumers  will  have 
the  opportunity  to  send  in  for  a  free 
handbag  mirror  by  returning  the  tube 
cap  or  till  receipt  with  a  9p  stamp.  This 
offer  will  be  featured  on  point-of-sale 
display  boards,  leaflets  and  shelf  strips. 


In  addition,  the  April  issue  of  19 
magazine  will  feature  a  front  cover  offer 
of  a  sample  tube  of  Johnson's  baby 
cream,  highlighted  as  an  ideal  facial 
moisturiser  for  adult  skin  care.  Johnson 
&  Johnson  Ltd,  Slough,  Berks  SL1  4GA. 


Nikini  promotion 

Robinsons  of  Chesterfield  have  launched 
a  national  chemist  promotional  campaign 
to  boost  sales  of  their  Nikini  range  of 
products.  The  campaign,  which  offers 
"money  off"  savings  to  purchasers  of 
Nikini  pads,  Nikini  briefs  and  Pantie 
towels  by  Nikini,  will  run  until  April  27. 

Feedback  of  information  from  the 
chemist  trade  has  highlighted  that 
"money  off"  promotions,  using  flashed 
packs  which  create  visual  impact  in-store 
are  "always  very  successful".  The  con- 
sumer always  welcomes  a  value  for 
money  pack.  Packs  of  10  Nikini  pads  will 
be  flashed  "Special  price — not  more  than 
31p".  Nikini  Briefs  will  be  flashed 
"Special  price — not  more  than  £1.00" 
and  Pantie  towels  10s  "Special  price — not 
more  than  29p". 

Robinsons  will  be  supporting  these 
"Special  price"  promotions  with  in-store 
merchandising  during  the  promotional 
period.  Robinsons  of  Chesterfield,  Wheat 
Bridge  Mills.  Chesterfield. 

Swiss  Bio  Facial 
sales  up 

Sales  of  Swiss  Bio  Facial  products  rose 
by  49  per  cent  in  the  September — Decem- 
ber 1978  period  compared  to  a  similar 
period  in  1977,  says  Chefaro. 

Charles  Dawson,  product  manager 
comments,  "The  valuable  anti-acne  mar- 
ket, worth  about  £10  million,  is  growing 
as  a  whole,  partially  due  to  new  product 
launches  and  increased  advertising  expen- 


diture creating  awareness  of  the  market 
area.  However,  the  increase  in  Swiss 
Bio  Facial  sales  are  especially  significant 
as,  until  the  last  quarter  of  1978,  we  were 
not  entirely  satisfied  with  the  brand's  per- 
formance. The  new  advertising  strategy 
introduced  last  Autumn,  featuring  the 
clown  and  mask  themes,  combined  with 
the  new  counter  display  units  obviously 
appealed  to  both  our  target  groups  of 
15-24  year  olds  and  the  chemist.  We  now 
plan  to  capitalise  on  the  obvious  poten- 
tial of  the  brand  with  a  continued  major 
national  Press  advertising  campaign 
backed  with  bursts  of  national  radio 
advertising  and  are  confident  that  Swiss 
Bio  Facial  will  continue  its  growth 
pattern  to  become  a  leading  brand  in 
this  higher  priced  anti-acne  product 
group."  Chefaro  Proprietaries  Ltd, 
Crown  House,  Mordem,  Surrey. 

8.  J      Aid's  50p 

for  children 

Band-Aid  are  mounting  a  £150,000  con- 
sumer promotion  during  1979 — "Free 
50p  pocket  money  for  the  children".  By 
purchasing  three  special  medium  packs, 
or  two  special  large  packs  of  Band-Aid 
clear  or  washproof  plasters,  consumers 
can  send  in  for  a  new  50p  coin,  presen- 
ted in  an  "Award  for  Bravery"  wallet 
which  can  be  personalised. 

Trade  discounts  are  offered,  together 
with  promotional  point-of-sale  material 
including  dump  bins,  head-boards,  shelf- 
talkers,  and  other  merchandising  aids. 
Johnson  &  Johnson  Ltd,  Slough,  Berks. 


Unichem's  early 
spring  buys 

Reflecting  the  improvement  in  stock 
availability  from  manufacturers,  Uni- 
chem  are  offering  40  "bargain  buys"  for 
March.  The  lines  on  offer  include  many 
nationally  promoted  products,  including 
Johnson's  baby  range,  Wella  shampoo, 
Elastoplast  and  Band-Aid,  Dettol  and 
Tmperial  Leather  soap. 

The  full  list — on  offer  between  March 
14-28  is  as  follows:  Angiers  junior 
aspirin,  Band-Aid  clear  plasters.  Band- 
Aid  washproof  plasters.  Batiste  dry  sham- 
poo. Batiste  shampoo,  Cuticura  talc,  Dr 
White's,  Dettol,  Dettol  cream,  Elastoplast 
Airstrip,  Elastoplast  stretch  fabric,  Elnett 
Satin  hairspray,  Eye  Dew,  Tmperial 
Leather  soap,  Tnterdens  gum  massage 
sticks,  Johnson's  dental  floss,  baby  sham- 
poo, baby  lotion,  baby  oil  and  baby 
cream,  Kotex  Brevia,  Kwells,  Natural 
Balance  conditioner,  Optone  Crystal 
Clear,  Ovaltine  teething  rusks,  Phensic, 
Radox  Showerfresh,  Savlon  antiseptic 
cream,  Tampax,  Vaseline  petroleum  jelly, 
hair  tonic,  hair  cream.  Wella  shampoo 
and  hair  set.  Whistling  Pops,  Woodleigh 
Green  soap  and  shampoo.  A  special  offer 
of  Unichem  bulk  tablets  (7|  per  cent 
discount)  will  be  made  to  all  customers 
between  March  5-28. 

The  Unichem  seven-a-side  rugger 
trophy — competed  for  by  teams  from 
schools  of  pharmacy  throughout  the  UK 
— has  been  won  by  a  team  from  the 
Welsh  School  of  Pharmacy,  Cardiff,  who 
defeated  a  strong  team  from  the  Ports- 
mouth School  of  Pharmacy  on  Saturday, 
March  3.  Unichem  Ltd.  Crown  House, 
M  or  den,  Surrey. 

Pre-make-up  soaps 
from  Bronnley 

H.  Bronnley  &  Co.  Ltd,  have  introduced 
a  new  packaging  for  their  pre-make-up 
soaps.  Tn  single  packs,  and  available  in 
counter  dispensers  containing  12  tablets, 
the  soaps  in  their  new  format  are  being 
re-introduced  as  the  first  of  a  new  series 
of  skin  care  soaps  to  be  launched  by 
Bronnley  during  the  coming  year.  They 
will  be  joined  by  two  other  lines. 

Pre-make-up  soap  (£0.49)  is  made  to 
an  exclusive  formula,  says  the  company. 
It  is  designed  to  remove  every  scrap  of 
make  up  and  leave  skins  fresh  and  ready 
for  the  application  of  new  make-up.  the 
soap  is  said  to  be  particularly  suitable 
for  sensitive  skins  for  it  contains  malt 
and  real  avocado  oil. 

The  new  packaging  is  designed  to  call 
the  purchasers'  attention  to  its  beneficial 
ingredients,  and  features  an  avocado 
against  a  field  of  wheat  on  the  front  of 
each  pack.  H.  Bronnley  &  Co  Ltd,  10 
Conduit  Street,  London  W1R  0BR. 
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Cristalle  fragrance 
new  from  Chanel 


L  1 
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OE  TOILETTE 

CHANEL 

CRISTALLE 

Chanel  have  introduced  what  they 
describe  as  a  "new  concept"  in  fragrance. 
It  is  called  Cristalle  fnon-aerosol  spray 
58ml  £8,  60ml  bottle  £6.75,  120ml  £10.95 
and  250ml  £17.45)  and  is  an  eau  de 
toilette  which  is  said  to  have  the  versatile 
qualities  of  being  "light  and  fresh"  but 
"as  forceful  and  lasting  as  fine  French 
perfume".  Cristalle  has  been  blended  by 
Chanel's  perfumer  to  have  a  bouquet  of 
jonquil,  hyacinth,  honeysuckle  and  jas- 
mine with  hidden  elements  of  amber, 
ylang  ylang,  moss  and  woods.  It  will  be 
available  through  Chanel  stockists  only. 
Chanel  Ltd.  Queens  Way,  Croydon. 

Time  for  Paddi 

Due  to  delays  in  deliveries  caused  by 
adverse  weather  conditions,  Robinsons 
of  Chesterfield  are  extending  the  closing 
date  of  their  Paddi  display  competition 
from  March  23  to  April  23.  Robinsons 
of  Chesterfield,  Wheat  Bridge  Mills, 
Chesterfield. 

Tudor— a  new  name 
in  Irish  rallying 

The  Tudor  Photographic  Group,  already 
a  familiar  name  in  squash  sponsorship 
have  decided  to  further  their  motor 
rallying  interests.  Tudor  sponsored  a  car 
in  the  1977  Lombard  RAC  rally  and 
now  have  their  name  linked  to  the  Irish 
Rally  organisers  championship. 

The  sponsorship  under  the  Tudor 
name  is  supported  by  Irish  Pharma- 
ceuticals Ltd.  Lhe  championship,  to  be 
known  as  the  Tudor  Photographic  cham- 
pionship, has  been  expanded  to  cover 
nine  classes  with  large  cash  awards  for 
each.   As  last  year,   there  will  be  six 

10  March  1979 


qualifying  rounds,  all  of  them  classic 
"tarmac"  rallies,  five  in  Ireland  and  one 
in  the  Isle  of  Man. 

Awards  for  the  1979  Tudor  Photo- 
graphic championship  will  be:  First 
overall  £500:  second  overall  £300  and 
third  overall  £100.  Winners  of  these 
awards  will  not  be  eligible  for  class 
awards.  The  class  winners  will  receive 
£200  and  second  places  in  the  classes 
will  receive  £50.  Tudor  Photographic 
Group  Ltd,  London  NW2  7HU. 

Bony  Plus  agent 

Bony  Plus  is  a  denture  repair  product 
to  be  sold  through  pharmacies  and  drug- 
stores. The  manufacturers  claim  con- 
sumers can  repair  a  wide  variety  of 
denture  breakages  in  10  minutes 
"wherever  you  may  be"  and  should  the 
repair  prove  faulty,  it  can  be  corrected 
later  by  a  dentist.  The  manufacturers 
are  seeking  a  UK  agent  to  distribute  the 
product.  S.  A.  Bonyf,  Ave  Louise  5/2 
BJ050  Brussels. 

Bisodol  display 

A  new  display  unit  for  counter  or  shelf 
use  for  24  packs  of  Bisodol  30  tablet 
size  has  been  designed  to  give  support 
to  the  brand.  International  Chemical  Co 
Ltd  have  a  new  schedule  of  15-second 
television  commercials  in  the  Granada 
and  Southern  areas.  A  £100,000  Press 
campaign  is  already  in  progress.  Inter- 
national Chemical  Co  Ltd,  Chenies 
Street,  London  WC1 . 

Anthisan  dye  out 

May  &  Baker  Ltd  say  that  in  future, 
Anthisan  cream  will  be  white  cream 
without  dye.  New  supplies  will  carry  a 
statement  to  this  effect  on  the  carton. 
The  formulation  remains  the  same  in  all 
other  respects  May  &  Baker  Ltd,  Dagcn- 
ham,  Essex  RM1  2TL. 

A  new  cream 
from  Helancyl 

A  new  cream  for  the  Helancyl  massage 
regime  has  been  introduced  by  Concept 
Pharmaceuticals.  Bi-active  cream  (200ml, 
£9.40)  contains  the  traditional  Helancyl 
ingredients,  ivy  and  ruscus  extracts,  plus 
theophylline,  said  to  help  break  down  the 
fatty  cellulite  deposits.  Tests  carried  out 
by  the  research  department  of  Labora- 
tories Pierre  Fabre  showed  a  40  per  cent 
greater  effect  when  the  new  cream  was 
used  compared  with  the  regular  massage 
cream  in  a  third  of  the  cases  where 
reduction  occurred.  Concept  Pharma- 
ceuticals Ltd,  Rickmansworth. 


Tabac  after  shave 
—spray  it 


A  new  product  from  Eylure  in  the  Tabac 
Original  range,  "anticipates  the  future 
market  trend",  says  the  company.  It  is 
an  after  shave  spray  (introductory  selling 
price  50g  £2.25)  and  will  be  available  to 
retailers  in  a  parcel  (£33.28)  which  in- 
cludes 24  sprays,  a  merchandiser  and  a 
backcard.  Eylure  Ltd,  Grange  Industrial 
Estate,  Cwmbran,  Gwent. 

Factor's  three 
for  nails 

From  March  31  three  new  nail  care 
products  will  be  available  for  sale  from 
Max  Factor.  They  are  a  nail  enamel 
remover  (£0.65),  a  Stronghold  vinyl  nail 
guard  (£0.75)  and  the  Fortify  instant  nail 
mend  kit  (£0.95).  The  latter  is  said  to 
repair  split  or  broken  nails  quickly  and 
easily,  while  the  Stronghold  vinyl  nail 
guard  is  said  to  give  nails  a  hard  wearing 
extra-strength  finish.  Max  Factor  Ltd, 
16  Old  Bond  Street,  London  Wl  A  3 AH. 

Dixcel  pocket  packs 
are  relaunched 

British  Tissues  are  relaunching  their 
Dixcel  pocket  packs  on  April  23,  chang- 
ing from  the  existing  eight-fold  to  a 
quarter  fold.  The  pack  has  been  re- 
designed to  open  by  tearing  across  a 
tape  making  for  quicker  and  easier 
access  to  the  tissues,  says  the  company. 

The  sell-in  begins  on  April  2  and  is 
being  supported  by  voucher  schemes  in 
which  free  gifts  are  offered  to  the  trade 
in  exchange  for  a  requisite  amount  of 
points.  Display  outers  have  points 
printed  on  them  enabling  the  sales  staff 
to  cut  out  and  collect  them.  Among  the 
gifts  offered  are  a  12in  portable  black 
and  white  television  set,  an  inflatable 
dinghy,  silver  wine  goblets,  an  "anti- 
smoking"  ceramic  ashtray,  a  stunt  kite 
and  a  digital  desk  thermometer.  British 
Tissues  Ltd,  1 1)  I  Whitby  Road.  Berks. 
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Bic  aim  to  build  further 
on  existing  volume  gain 


The  latest  figures  on  the  wet  shaving 
market  provided  by  the  Toiletries  and 
Cosmetics  Purchasing  Index  for  AGB 
show  that  the  market  as  a  whole  has 
shrunk  but  that  Bic  has  increased  its 
volume  share  of  that  market  by  85  per 
cent.  Total  sales  of  blades  and  razors 
have  reduced  overall  by  7  per  cent. 

Biro  Bic,  who  wryly  refer  to  them- 
selves as  "the  upstarts",  feel  that  these 
figures  are  "quite  staggering"  particularly 
in  respect  of  their  performance  com- 
pared   to   that   of   market  forerunners. 


Gillette  and  Wilkinson  Sword. 

Bic  razors  are  getting  another  promo- 
tional push  to  build  even  further  on  this 
volume  gam.  Current  advertising  is  to  be 
backed  yet  again  by  another  £100,000 
national  television  campaign,  which  will 
get  underway  in  the  early  spring. 

Once  again  Edward  and  Peter  Wood- 
ward will  showcase  the  Bic  razor  in  a 
way  which  they  believe  has  certainly 
proved  successful  to  date.  Biro  Bic  Ltd, 
Whitby  Avenue,  Park  Roved,  London 
NWI0  7SG. 


Minimax  camera 
the  smallest  110 


The  Minimax  M0  EL  (catalogue  £88.82) 
is  a  programmed  camera  with  its  own 
electronic  flash  unit.  It  is  described  as 
the  smallest  110  camera  in  the  world  by 
distributors  IVfayfair  Photographic,  that 
could  be  hidden  behind  a  credit  card. 
It  measures  57  v  46  x  95mm  and 
weighs  230g. 

It  has  a  32mm  f2  lens  with  six  elements 
in  five  groups.  The  exposure  ranges  from 
EVO  (4  sees  at  f2)  to  F.V17  (1/250  at 
f  22 ).  Mavfair  Photographic  Suppliers 
{London)  Ltd.  Hemps-tails  Lane,  New- 
castle, Staffs  ST5  0SW. 


Aramis  have  added  three  more  products 
to  their  Devin  men's  range.  Outdoor 
moisture  formula  (£6.00)  should  be 
applied  over  the  face  after  shaving  to 
"replenish  vital  moisture  loss  due  to 
wind,  sun  and  the  natural  ageing  pro- 
cess". Country  cream  shave  foam 
(£3.00)  is  a  "moist,  creamy  way  to  have 
a  refreshing,  fragrant,  relaxed  shave", 
and  country  fresh  talc  (£4.00)  is  a  body 
talc  to  sooth  and  refresh.  Aramis,  71 
Grosvenor  Street,  London  W1X  0BH. 

Thermos  lunch  packs 

Osmanpalm  Marketing  Ltd,  a  new  mar- 
keting organisation,  are  launching  a  line 
of  Thermos  lunch  kits  into  the  UK. 
These  are  available  in  both  flat  metal 
and    plastic    materials    and    include  a 


Thermos  flask  which  is  said  to  be  vir- 
tually unbreakable.  There  are  approxi- 
mately 20  children's  designs  available, 
including  ones  depicting  characters  from 
Muppets  and  Peanuts  cartoons. 

Various  point-of-sale  display  outers 
are  also  available  and  these  are  supplied 
free  for  a  minimum  order  of  150  lunch 
kits.  The  company  plans  to  advertise 
these  kits  nationally  but  have  not  yet 
formalised  their  plans.  Osmanpalm  Ltd, 
24  Bridge  Street,  Pinner,  Middlesex. 

Biba  shades 

Biba  is  launching  a  new  range  of  cos- 
metics for  spring  1979.  Six  new  lip 
colour  shades  (£0.95)  and  six  new  nail 
polish  shades  (£0.65)  will  complement  six 
cream  eye  shadow  shades  which  are  a 
new  introduction  and  sold  in  a  tube 
(£0.65).  Also  new  are  four  powder  eye 
shades  (£0.85)  sold  in  a  glass  phial.  Other 
shade  additions  include  medium  beige 
and  medium  rose  gloss  foundation 
(£1.60)  and  three  double  contour  powder 
sets  (£1.70).  Biba  Cosmetics  Ltd,  22 
Conduit  Street,  London  WJ. 

Amalene  clean 

Innoxa  are  widening  the  scope  of  their 
Amalene  skin  care  range.  They  are  add- 
ing a  complexion  milk  (£1.35)  and  a  skin 
freshner  (£1.35).  The  company  says  that 
their  entire  Amalene  range,  which  now 
comprises  seven  products,  aims  to  res- 
tore and  maintain  sufficient  moisture  in 
the  skin.  Innoxa  (England)  Ltd,  62 
Brompton  Road,  Knightsbridge,  London. 


PRESCRIPTION 
SPECIALITIES 

VIDENE  scrub,  solution 
and  tincture 

Manufacturer  Beta  Medical  Products 
Ltd,  33  Arkwright  Road,  Astmoor 
Industrial  Estate,  Runcorn,  Cheshire. 


Description  Surgical  scrub — red  brown 
liquid,  povidone  iodine  (0.75  per  cent 
available  iodine)  in  a  detergent  base; 
disinfectant  solution — red  brown  liquid 
aqueous  solution  of  povidone  iodine  (1 
per  cent  available  iodine);  disinfectant 
tincture — red  brown  liquid,  povidone 
(1  per  cent  available  iodine)  in  70  per 
cent  methylated  spirit 
Indications  Broad  spectrum  antiseptic 
for  topical  application 
Contraindications  Tincture  must  not  be 
used  on  broken  skin  because  of  intense 
stinging 

Method  of  use  See  literature 
Precautions    Care    in    iodine  sensitive 
subjects 

Storage  Away  from  heat  and  not  in 
direct  sunlight.  Not  to  be  stored  in 
plastic  containers  not  approved  by 
manufacturer.  May  be  stored  in  glass 
Packs  Scrub:  500ml,  5L  (£1.33,  £9.25 
trade);  solution;  500ml,  5L  (£1.48, 
£10.50);  tincture:  500ml,  5L  (£1.62,  £12) 
Supply  restrictions  General  Sale 
Issued  March  1979 

Andursil  bonus 

A  bonus  offer  on  Andursil  tablets  is  now 
being  offered  by  Geigy  Pharmaceuticals. 
For  each  order  of  12  x  S  tablets,  3x8 
will  be  supplied  free.  The  goods  and 
bonus  will  be  sent  direct  from  Geigy  and 
charged  through  your  named  wholesaler. 
Geigy  Pharmaceuticals,  Huddersfield  In- 
dustrial Estate,  Macclesfield ,  Cheshire 
SKI0  2LY. 

Disalcid  capsules 

Disalcid  capsules,  containing  salsalate 
500mg,  have  been  introduced  by  Riker 
Laboratories  (100  capsules,  £7.20  trade). 
Disalcid  tablets  will  be  still  available  but 
from  March  12,  the  capsules  will  be 
promoted  to  general  practitioners.  Riker 
Laboratories,  Morley  Street,  Lough- 
borough, Leics. 

New  flavours 

Four  new  flavours  have  been  added  to 
the  Vivonex  flavour  sachet  range — 
orange,  strawberry,  tomato  and  beef 
broth.  Grape  has  been  deleted.  Distribu- 
ted by  Smith,  Kline  &  French  Labora- 
tories Ltd,  Welwyn  Garden  City,  Herts. 

Metrulen  50  goes 

Metrulen  50  tablets  are  being  discon- 
tinued from  March  12,  say  Searle  Lab- 
oratories, W  halt  on  Road,  Morpeth,  Nor- 
thumberland. 
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Women  will  switch  to 
Kotex  Simplicity  in  March. 
Because  well  be  the  only 
towel  onT.V 

£150,000  will  be  spent  in  Scotlandjy  ne  Tees, 
Yorkshire,  Midlands,Wales  and  theWest,Westward  and  Channel, 
encouraging  women  to  switch  to  Simplicity. 

Be  sure  you  are  prepared  for  extra  sales. 


|       •WW^J  %^gj|  gum 

10  Pre$s.onTowds 

■  ■ 


"Regd.  trademarks  Kimberly-Clark  Corp. 
Made  in  England  by  Kimberly-Clark  ®  Limited. 


This  year  there  is  a  brand  new 
sales  force  behind  Eversun.  A  sales 
force  capable  of  giving  the  sort  of  pro- 
fessional service  you'd  expect  from 
Roche. 

The  new  team  will  be  coming 
complete  with  free  display  material 


specially  designed  for  the  chemist, 
together  with  high  profit  discount 
deals  as  well  as  the  sort  of  flexible 
stocking  policy  that  such  a  seasonal 
product  demands. 

The  young  lady  in  our  adver- 
tisement will  be  hard  at  work  selling 


For  lurther  information  please  call  Ian  Armstrong,  Sales  Manager,  Cosmetics  Division,  Roche  Products  Ltd.,  PO  Box  8,  Broadwater  Road 


Eversun  too,  with  our  biggest  ever 
campaign  in  mass  market  women's 
magazines  like  Woman,  19  and  Living. 

And  with  her  obvious  assets  and 
the  service  our  new  sales  force  are 
going  to  give  you,  it  should  be  a  bumper 
year  for  us  both. 

Weiwyn  Garden  City,  Hertfordshire.  Tel  Welwyn  Garden  City  28128. 
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C&D  Photo  reviews 


Welcome  to  a  simple 
126  format  camera 


Hunter  Compact  126  XR,  by  Rollei; 
made  in  France  and  distributed  by 
Rollei  (UK)  Ltd,  Denington  Estate, 
Wellingborough,  INorthants. 

This  is  a  welcome  return  of  a  simple 
camera  in  the  original  126  Instamatic 
format  which  seems  of  late  to  have  been 
completely  over-shadowed  by  its  smaller 
brother,  the  110  format.  It  will  be  re- 
membered that  the  picture  area  is  app- 
roximately Hin  square  whereas  the  110 
format  is  only  about  f  X  iin. 

The  body  has  a  matt-black  plastic 
finish  with  a  horizontal  metallic  band, 
front  and  back.  The  lens  is  centrally 
placed  (marked  "Ugo  Lanlz")  and  the 
knurled  ring  near  to  its  front  diameter 
has  click  stops  with  symbols  marking 
sun,  cloud  and  flash  .  .  .  there  are  no 
other  controls  about  which  to  worry.  The 
view  finder  is  at  the  top  right  corner. 

The  top-plate  has  the  single-stroke 
level-wind  at  the  right-hand  end,  the 
recessed  green  release-button  next  to  it 
and,  slightly  left  of  centre,  the  receptacle 
for  a  Magicube.  The  rear  view  is  simil- 
arly uncluttered  with  the  viewfinder  eye- 
piece at  the  top  left-hand  corner  and  the 
customary  film  window  over  the  cart- 
ridge section.  The  back  hinges  open  from 


the  right-hand  side  with  a  positive  snap 
lock — the  eyelet  for  the  wrist  sling  is  also 
at  this  end.  There  is  no  tripod  bush. 

The  usual  and  now  quite  conventional 
outdoor  and  indoor  tests  were  performed, 
using  medium-speed  panchromatic  black- 
and-white  film  (Verichrome  VP  126-12), 
processed  in  a  standard  fine-grain  de- 
veloper (Acutol)  and  5  X  5in  enlarge- 
ments were  made  on  normal  bromide 
paper.  The  results  were  well  up  to  ex- 
pectations and  the  little  camera  handled 
nicely.  The  release  is  positive  and  smooth 
which  should  help  materially  to  reduce 
the  number  of  blurred  results. 

The  packing  is  also  good  .  .  .  first 
there  is  an  identified  outer  thin  corrugat- 
ed-card sleeve.  This  encloses  a  plastic  box 
having  a  "smoky"  hinged  lid  and  a  matt- 
black  plastic  base  into  which  is  fitted  a 
compartmented  flock-finished  liner  to 
house  the  camera  and  wrist-sling.  There 
is  provision  to  include  a  cartridge  of  film 
and  a  flash-cube,  should  the  dealer  wish 
to  make  a  special  offer. 

Packed  with  the  camera  is  a  three-year 
guarantee  card  and  a  simple  instruction 
leaflet  measuring  2|  X  3Ym.  Seven  little 
pictures  with  the  minimum  of  words 
explain  how  to  use  the  camera.  Finally, 
there  is  also  available  a  "smoky"'  plastic 


"stand"  for  the  camera  alone,  intended 
for  window-display  purposes.  It  is  little 
bigger  than  the  camera  so  that  it  would 
not  occupy  much  window  space. 


Hunter  Compact  126  XR  camera 

Country  of  origin:  France 

Distributor:  Rollei  (UK)  Ltd,  Dening- 
ton Estate,  Wellingborough 

Lens:  Fixed  focus,  45mm  focal  length 
— apertures  f/8  and  f/11 

Shutter:  Sun,  1/150  sec  at  f/11 

Cloudy,  1/120  sec  at  f/8 
Dull  or  flash,  1/60  sec  at  f/8 

Features:  Simplicity 

Accessories:  Woven  cord  wrist-sling 
Dimensions:  4  X  2^  X  2^in 

Weight:  4  ounces 

Dealer  price:  £9.75  ex  VAT  (quantity 
and  settlement  discounts  available) 
Availability:  Immediate. 


Well  behaved  and  elegant 


Hanimex  IEF  2  110  pocket  camera; 
made  in  Japan  and  distributed  in  the  UK 
by  Hanimex  (UK)  Ltd,  Faraday  Road, 
Dorcan,  Swindon,  Wilts 

The  presentation  is  as  elegant  as  would 
be  expected  from  Japanese  manufacture. 
The  body  is  matt-black  plastic  with  the 
minimum  of  "trim".  From  the  front,  a 
glazed  panel  protects  the  viewfinder  at 
the  extreme  left  and  the  deeply-shrouded 
lens  and  shutter  almost  on  the  centre- 
line. To  the  right-hand  side  there  is  the 
window  of  the  electronic-flash  tube. 

At  the  far  left-hand  rear  edge  of  the 
top  panel  there  is  the  flash  ready-light — 
clearly  identified  "flash  on".  In  the 
centre,  a  slider  with  four  positive  posi- 
tions takes  care  of  bright  sun,  cloudy,  and 
"Ex"  (a  setting  for  extended  range  for 
dark  shade  or  overcast  weather).  At  the 
furthest  left  there  is  the  flash  symbol 
which  is  also  marked  "flash".  The 
release-button  is  close  to  the  left-hand 
end  panel  in  which  there  is  also  the 
anchorage  for  the  wrist-sling. 

On  the  back  panel,  at  the  left,  there 
is  the  sliding  lid  to  the  battery  compart- 
ment and,  just  to  its  right,  the  serrated- 
edge  thumb-wheel  for  advancing  the  film. 
Next,  centrally  disposed,  is  the  window 
through  which  the  film  cartridge  can  be 
identified  and  exposures  noted,  while  at 


the  right  is  the  viewfinder  eyepiece. 

On  the  upper  edge  (between  the  last 
two  items)  there  is  the  sliding  latch  for 
the  downwardly-hinged  door  to  the  film 
compartment.  There  is  no  tripod  bush. 

Once  again,  this  camera  was  put 
through  its  paces,  following  the  excellent 
insiruction-book  (multi-lingual  is  fashion- 
able still)  and  exposures  made  outdoors 
and  indoors — the  latter  with  electronic- 
flash.  The  camera  is  easy  to  use  and  the 
release  is  smooth — but  there  is  one  point 
of  criticism  here,  arising  from  this  very 
light  release-pressure.  Because  the  release- 
button  is  not  shrouded  and  protrudes 
above  the  top  of  the  camera,  it  is  rela- 
tively easy  to  "let-it-off"  accidentally.  In 
this  instance,  it  would  be  advisable  nut 
to  wind  on  the  film  after  an  exposure 
because  doing  so  sets  the  shutter  for  the 
next  picture.  This  is  a  small  point  against 
an  otherwise  well-behaved  camera. 

The  presentation  is  attractive,  consist- 
ing of  a  green-printed  outer  card  sleeve, 
with  a  cut-out  through  which  the  camera 
can  be  seen  in  its  inner  plastic  box.  This 
has  a  transparent  plastic  lid  and  a  satin- 
finish  black  base,  into  which  is  inserted 
a  moulded  recessed  liner.  This  holds  the 
camera,  the  solid  black  plastic  wrist-sling 
and  a  soft  black  pouch  (which  also  has  a 
belt  loop).  Altogether  an  attractive  dis- 
play for  a  good  camera. 


Same  size  reproduction  of  5  X  I'm  print 


Hanimex  IEF  2  110  pocket  camera 
Country  of  Origin:  Japan 

Distributor:  Hanimex  (UK)  Ltd,  Fara- 
day Road,  Dorcan,  Swindon,  Wilts 

Lens:  Fixed  focus,  22mm  focal  length 

— f/5.6 
Shutter:  l/125sec 

Features:  Simplicity  with  symbol  con- 
trol indications;  built-in  electronic 
flash  powered  by  two  AAA  alkaline 
batteries.  Cycle  time,  about  5  to  6 
seconds  with  fresh  batteries 

Accessories:  Soft  pouch  and  wrist-sling 
Dimensions:  6  X  2\  X  Hin 
Weight:  7  ounces 
Suggested  selling  price:  Under  £20 
Availability:  1  mmediate 
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Reliable,  Legible,  Fast  and  Strong. 


It'sThe  New  Pitney  Bowes  1115 
2-Line  Labeller. 


Every  detail  of  the  1 1 1 5  is  designed  for 
reliability  and  ease  of  use. 

It's  light  because  its  made  of  plastic  -  the 
same  shock-resistant  plastic  used  in  safety 
helmets. 

So  it's  very  strong.  And  it's  beautifully 
balanced.  Information  (up  to  16  characters) 
is  set  in  seconds. 

Our  Dialife  printing  bands  won't  stretch 
or  come  apart. 

Snap-in  rollers  (in  one  or  two  colours) 
put  ink  on  the  labels  and  not  on  you. 

The  light  trigger  action  gives  a  clear, 
legible  imprint  every  time. 

And  our  exclusive  security 
cut  label  design  deters  price 
switching. 

The  1115  is  unbeatable 
value.  It  carries  a  full  two 
year  guarantee.  And  first 
class  after  sales  service. 

Pitney  Bowes  have 
the  widest  range  of  hand 
held  and  table  top 
labelling  systems  available 
in  the  U.K. 

Find  out  more  about 
the  1 1 1 5  or  Pitney  Bowes 
other  labelling  systems. 
Just  send  the  coupon. 


V 


\ 


1* 


s> 


To  Pitney  Bowes  Marking  Systems  Ltd., 
Horsecroft  Road, The  Pinnacles,  Harlow, 
Essex  CM19  5BH. 

Please  send  me  details  of  the 

Pitney  Bowes  1115  □  Table  top  systems  □ 

Name 

Address  


Tel: 
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No.  of  Employees  1-10  □  11-20  □  20+ □ 
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THERE'S 
EVERY  0 


An  Ostermilk  customer,  that  is. 

Of  the  estimated  660,000  babies  born  last 
year,  nearly  a  third  were  fed  on  Ostermilks 
at  one  time  or  another. 

In  fact,  last  year  the  Ostermilks  range 
was  the  best-selling  range  of  baby  milks  in 
chemists  throughout  the  country." 

There's  Ostermilk  Complete  Formula, 
brand  leader  over  the  last  two  years  and  still 
keeping  babies  contented. 

Osterfeed,  one  of  the  fastest  growing 
new  baby  milks  and  the  closest  to  breast  milk 
in  terms  of  protein,  carbohydrate,  fat  and 
calorie  levels. 


And  Improved  Formula  Ostermilk  Two, 
a  well-established  favourite  and  particularly 
successful  in  satisfying  'difficult  feeders'. 

Altogether,  they  represent  a  complete 
range  of  milks  designed  to  meet  the  individual 
needs  of  every  baby. 

With  the  birth  rate  increasing,  there'll 
be  even  more  of  them  this  year. 

That  means  more  Ostermilk  customers. 
So  hurry.  Stock  up  and  display  the  range. 

Remember,  every  minute  counts. 


Independent  rct.nl  nudit. 


Britain's  best-selling  range  of  baby  milks. 

Farley  Health  Products  Ltd.,  Plymouth,  Devon. 


450  g  te.y  bfi 

Improved  Formula  Ostermilk  Two,Osterteed  and  Ostermilk  Complete  Formula  .ire  trademarks 


Make  profits 
while  the  sun  shines 

Uvitan.  The  sun-care  success  story  of  1978:  from  nowhere  to  No.  3  —  in  a 
single  year!  And,  this  summer,  Uvitan  will  be  attacking  those  top  2  spots 
with  a  really  heavyweight  promotional  campaign. 


TV  140  commercials  in  only  1 1  weeks  -  and  every  one  a  full 

30  second::,  long.. 

Magazines.  12  top  women's  journals.  A  4-month  campaign. 
A  total  of  48  advertisements.  And  all  whole-page,  full-colour. 

Point-of-sale.  A  multi-product  display  unit  -  FREE  OF  CHARGE 

(subject  to  minimum  order). 

COMPETITION 

A  $3000  sun-fun  holiday  competition  for  your  customers. 


Two  tremendous  Bonus 
Plans "^to  give  you  profits 
up  to  75% . 
Full  details  from  your 
WB  Pharmaceuticals 
representative,  or  from 
the  address  below. 

Bonus  Plans  available  on  all 
orders  placed  before 
31  March  1979. 


Uvitan.  Don't  you  forget  it! 


WB  Pharmaceuticals  Limited,  Bracknell,  Berkshire  RG124YS.  Tel:  Bracknell  (0344)  50222.  Telex:  847634.  WBP 
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Commercial  law 

Part  I:  Contracts 

by  T.  P.  Astill,  deputy  secretary,  National  Pharmaceutical  Association 

Until  the  Sale  of  Goods  Act  was  passed  in  1893  the  rule  governing 
commerce  was  "caveat  emptor" — let  the  buyer  beware.  Below,  Mr 
T.  P.  Astill,  National  Pharmaceutical  Association  deputy  secretary, 
reviews  the  Act  especially  relating  to  contracts  and  contractural  terms. 
Other  aspects  of  commercial  law,  including  the  Unfair  Contract  Terms 
Act,  will  be  discussed  in  a  subsequent  article. 


Before  the  end  of  the  last  century  Parlia- 
ment did  not  see  fit  to  interfere  in 
relationships  between  people  who  sold 
and  people  who  bought.  Then:  was 
Common  Law,  about  which  there  is  a 
considerable  amount  of  misunderstanding. 

Over  the  years  legal  problems  came 
before  the  courts  and  the  judges.  People 
who  had  a  dispute  they  were  unable  to 
resolve  especially  in  commerce,  took 
their  dispute  to  the  court  and  the  court 
reached  a  decision.  That  decision  might, 
on  the  one  hand,  be  based  on  what 
decisions  had  been  made  before — on 
similar  facts  (the  doctrine  of  precedent, 
whereby  a  decision  of  a  court  binds  sub- 
sequent courts  faced  with  similar  facts). 
But  where  problems  had  not  been  con- 
sidered before,  it  was  left  to  the  judges 
to  decide  what,  in  common  sense,  or  at 
"common  law"  the  position  ought  to  be. 
And  once  the  judge  announced  his 
decision  it  was  recorded  in  the  Law 
Reports  and  became  embodied  as  part 
of  the  law  of  the  land  as  Common  Law: 
the  decisions  of  the  courts  as  they  had 
pronounced  through  the  ages. 

Common  Law 

Common  Law  has  two  disadvantages. 
The  first  is  that  it  is  extremely  difficult 
to  find.  It  is  embedded  somewhere  in 
dusty  law  libraries  in  the  Law  Reports 
and  you  have  to  know  that  the  decision 
is  there  before  you  start  looking  for  it 
— which  rather  defeats  the  object  of  the 
exercise.  The  other  disadvantage  is  thai 
courts  can  only  reach  decisions  when 
they  are  actually  faced  with  a  problem. 
Courts  cannot  reach  decisions  on  hypo- 
thetical cases.  There  is  a  great  deal  of 
law  in  existence  that  has  not  been 
announced  because  the  courts  have  not 
yet  been  asked  to  decide  on  that  par- 
ticular aspect  of  it.  And  so,  from  time  to 
time,  Parliament  steps  in  and  takes  the 
Common  Law,  or  great  chunks  of  il,  and 
writes  it  down  as  an  Act  of  Parliament, 
a  process  known  as  codification. 

In  codifying  the  law.  Parliament  can 
take  Common  Law  as  it  is,  amend  it,  or 
add  to  it.  Parliament,  unlike  the  courts, 
can  deal  with  academic  problems.  Before 
the  difficulty  has  arisen.  Parliament  can 
say,  "We  envisage  such  and  such  a  set 
of  circumstances  so  we  will  decide  in 


advance  what  is  going  to  happen  and 
we  will  deal  with  it  in  an  Act." 

That  is  precisely  what  Parliament  did 
in  1893  in  relation  to  the  sale  of  goods; 
it  passed  the  Sale  of  Goods  Act.  This  Act 
consisted  partly  of  a  rewriting  of  pre- 
vious legislation,  partly  of  codification  of 
Common  Law  and  partly  of  additional 
decisions  made  in  advance  on  problems 
not  yet  considered  by  the  courts.  It  was 
a  remarkable  piece  of  legislation  because 
it  has  been  in  almost  constant  use  since 
1893  since  when — despite  vast  changes 
that  have  taken  place  in  the  way  people 
buy  and  sell  goods — there  has  been 
hardly  any  amendment  until  the  early 
1970s.  It  was  a  useful  piece  of  legislation 
because  it  was  clearly  written.  1 1  was 
obviously  needed  at  the  lime  and  Parlia- 
ment were  right  to  pass  it  when  they  did. 
Until  that  time  there  had  been  only  one 
golden  rule  governing  commerce,  "caveat 
emptor" — let  the  buyer  beware.  If  you 
bought  a  horse  at  a  market  and  having 
got  it  home  found  that  it  had  only  three 
legs,  then  you  had  only  yourself  to  blame 
for  not  counting  them  before  you  entered 
into  the  contract.  In  the  absence  of 
deliberate  misrepresentation  by  the  seller, 
it  was  up  to  the  buyer  to  make  sure  that 
he  got  what  he  thought  he  was  getting, 
and  if  he  didn't — tough  luck! 

Contracts 

When  you  buy  or  sell  anything,  you  make 
a  contract.  The  main  requirement  for  a 
contract,  a  "simple  contract"  is  that  the 
parties  must  be  in  agreement.  There  must 
be  between  buyer  and  seller  a  consensus 
ml  idem — a  coming  together  of  minds 
— and  to  retailers  and  most  people  who 
enter  into  contracts  the  best  evidence  of 
an  agreement  is  the  unconditional  accep- 
tance of  an  offer.  "I  will  offer  to  buy 
your  car  for  £5".  If  you  say,  "Done", 
there  is  then  a  binding  contract  between 
us.  You  have  unconditionally  accepted 
my  offer.  If,  however,  I  say  "I  will  offer 
to  buy  your  car  for  £5",  and  you  say, 
"No,  make  it  £10",  that  is  not  an  un- 
conditional acceptance,  it  is  a  rejection 
and  a  counter-offer.  If  I  say,  "I  wil!  offer 
to  sell  you  my  car  for  £10",  and  you  say, 
"No,  not  until  you  put  a  new  battery  in 
it",  that  is  not  an  unconditional  accep- 
tance so  there  is  no  contract. 


In  a  retail  situation  it  is  not  the  shop- 
keeper who  is  making  the  oiler.  When 
you  display  things  in  your  pharmacy 
you  are  not  saying  to  customers.  "I  am 
offering  to  sell  these  to  you".  What  you 
are  doing  is  inviting  your  customers  to 
come  in  and  make  you  an  offer.  It  is  an 
"invitation  to  treat".  By  displaying  things 
in  the  window,  on  the  counter,  or  on  the 
shelf,  you  are  saying  to  everybody  who 
passes  by:  "Come  in  and  make  me  an 
offer".  Lven  if  you  put  a  price  ticket  on 
it,  all  that  means  is,  "I'm  prepared  to 
consider  offers  around  this  price" 

The  leading  case  on  the  subject  was 
between  Boots  and  the  Pharmaceutical 
Society.  It  wasn't  a  case  on  commercial 
law  at  all,  it  was  a  case  under  the 
Pharmacy  and  Poisons  Act  concerned 
with  compound  codeine  tablets,  then  a 
Part  1  poison.  In  the  earlv  days  of  self- 
selection  the  pharmacy  in  question  had 
a  display  of  Part  1  poisons  on  the 
counter,  and  the  customer,  an  agent  of 
the  Society,  picked  up  the  Part  1  poison, 
took  it  to  the* other  end  of  the  counter 
where  there  was  a  till  and  a  pharmacist 
and  paid  for  it.  The  Society  suggested 
that  the  moment  at  which  the  sale  had 
been  made  was  the  moment  at  which 
the  customer  had  selected  the  tablets  and 
picked  them  up.  Boots,  the  defendants, 
said  no,  that  wasn't  the  moment,  because 
it  wasn't  Boots  that  were  offering  to  sell, 
it  was  the  customer  who  was  offering  to 
buy — by  picking  the  tablets  up  and  taking 
them  to  the  till.  Not  until  the  assistant  at 
the  till  agreed  to  sell  the  tablets  for  the 
price  tendered,  was  there  a  binding  con- 
tract so  it  was  at  that  point  that  the  sale 
was  entered  into.  As  there  was  a  pharma- 
cist standing  by  the  till,  the  sale  was 
supervised  within  the  meaning  of  the 
Pharmacy  and  Poisons  Act  and  the  court 
agreed.  That  established,  fairly  firmly,  the 
legal  nature  of  a  sale  in  a  shop. 

So  when  somebody  comes  in  and  offers 
to  buy  something  from  you,  you  are  at 
liberty  either  to  accept  his  oiler,  or  to 
reject  it,  or  to  make  him  a  counter-oiler. 
This  can  be  useful,  particularly  around 
Christmas  time,  when  you  have  un- 
familiar high-priced  merchandise  on 
display  and  you  have  made  a  mistake 
with  the  pricing,  somebody  spots  it  and 
Continued  on  p314 
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Vapona 


from  Tabard 


on      mm      I  run  i  iciuciru 

Vapona 

small-space  fly  killer 


flykiller 


kills  flies  and 
other  insects 
for  up  to 
4  months 


from  Tabard 


V  Ibpon 


Agreements  or  domestic 
arrangements? 


Continued  from  p3l1 

comes  in  and  demands  to  buy  the  coffret, 
or  the  perfume,  or  whatever  it  is,  for  the 
20p  on  the  price  ticket,  whereas  the  price 
should  really  be  £20.  The  question  is, 
"Am  I  required  to  sell?"  The  answer  is 
quite  clearly,  "No  you  are  not"  You 
simply  say,  "Sorry,  I  am  not  prepared 
to  sell  it",  and  that's  the  end  of  it.  If 
there  is  no  contract,  you  cannot  be  forced 
to  sell.  Not  until  you  agree,  till  there  is 
a  consensus  ad  idem. 

The  second  requirement  is  that  the 
agreement  must  be  one  that  the  parties 
intend  should  be  legally  binding.  Many 
agreements  are  not  contracts,  they  are 
simply  domestic  or  informal  arrange- 
ments. I  might,  for  example,  agree  with 
my  wife  over  the  breakfast  table  that  I 
pass  her  the  marmalade.  If  I  subsequently 
refuse  to  do  so,  she  can't  sue  me  for 
breach  of  contract  because  it  nevei  was 
an  agreement  that  either  of  us  intended 
should  have  the  force  of  law,  it  was  a 
mere  domestic  arrangement.  (There  are, 
incidentally,  conflicting  cases  on  the  point 
of  housekeeping  money — as  to  whether  a 
wife  can  successfully  sue  her  husband  in 
pursuance  of  an  agreement  to  pay  her 
housekeeping  money !  Judges  differ  in 
their  attitude  to  the  rights  of  housewives 
in  these  circumstances.) 


There  must  also  be  "consideration".  A 
promise  without  any  money,  or  "consider- 
ation", changing  hands  is  not  normally 
legally  enforceable  in  English  law  unless 
it  is  embodied  in  a  Deed  under  Seal,  So 
if  I  simply  say,  "I  will  give  you  my  car", 
that's  a  gratuitous  promise  and  not  one 
that  you  can  enforce  in  law.  There  must 
be  a  quid  pro  quo,  something  flowing  in 
both  directions.  Normally  the  "consider- 
ation" for  retail  transactions  is  money. 
You  agree  to  sell  goods  on  the  one  hand, 
the  customer  agrees  to  give  you  monetary 
consideration  (it  need  only  be  a  small 
deposit)  on  the  other.  These  three  things 
must  exist  before  a  simple  contract  can 
be  legally  enforced:  agreement,  intention 
to  create  legal  relations,  consideration. 

Contractural  terms 

Every  contract  has  terms — the  "bricks" 
that  go  to  build  the  contract.  It  might 
be,  how  much  the  consideration  is  going 
to  be,  ie  how  much  does  the  thing  cost? 
It  might  be  the  time  when  payment  is 
due  in  the  case  of  a  credit  transaction. 
It  might  be  the  colour  of  the  article 
being  sold,  or  some  other  description  of 
the  goods.  It  might  be  the  time,  or  place, 
of  delivery.  All  these  things  are  the 
terms  of  the  agreement.  Many  terms  of 


the  agreement  are  expressed  or  specified 
at  the  time:  "I  want  to  buy  that  blue 
Renault  car  in  the  showroom,  that's  the 
one  I  want".  Your  description  of  the  car 
is  expressed  at  the  time  and  is  embodied 
in  the  contract.  Very  often  terms  can  be 
implied  in  the  contract  without  any  of 
the  parties  to  the  contract  taking  active 
steps.  They  can,  for  example,  be  implied 
by  course  of  dealings  between  the  parties. 
The  farmer  might  have  bought  his  seed 
or  poultry  food  from  a  particular  mer- 
chant for  the  last  10  years,  always  for 
delivery  on  the  first  Tuesday  of  the 
month,  always  on  two  months'  credit. 
There  is  every  likelihood  that  a  court 
would  hold  that  the  time  of  delivery  and 
the  period  of  credit  had  become  em- 
bodied in  the  contract  between  them, 
notwithstanding  that  they  didn't,  every 
time  the  farmer  placed  an  order,  specify 
time  of  delivery  and  period  of  credit. 

In  addition,  terms  can  be  implied  by 
statute.  Parliament  can  say,  and  has  said, 
in  such  and  such  a  contract  such  and  such 
a  term  will  always  be  implied.  One  of  the 
most  important  things  that  the  Sale  of 
Goods  Act  did  was  to  say  that  in  con- 
tracts for  the  sale  of  goods,  certain  terms 
would  be  implied,  namely:  first  there 
shall  be  a  term  implied  into  every  con- 
tract for  the  sale  of  goods  that  the  goods 
are  of  "merchantable  quality",  ie,  "fit  for 
the  purpose  for  which  they  were  intended 
— as  was  reasonable  for  the  customer  to 
expect  in  the  particular  circumstances". 
You  might,  for  example,  sell  a  camera 
with  a  tiny  scratch  on  the  winding  lever. 
That's  a  defect,  an  imperfection.  If  the 


Morgan's,  quality  hair  products 

you  can  trust. 


Morgan's  Pomade  The  leading  hair  colour  restorer  for  over 
lOO  years,  Morgan's  Pomade  has  become  renowned 
throughout  the  trade  as  a  preparation  which  cleans  and 
grooms  as  well  as  darkening  the  hair  gradually  and  subtly. 

Morgan's  Perfumed  Pomade  Basically  similar  formula  to 
Morgan's  Pomade  for  those  who  prefer  the  distinction  of  a 
lightly  perfumed  hairdressing 

Morgan's  Hair  Darkening  Cream  A  modern  non-greasy 
hair  cream  which  also  darkens  greying  and  fading  hair. 

Morgan's  Liquid  Hair  Colour  Restorer  The  Morgan's 
Pomade  formula  in  a  non-greasy  liquid  dressing  It  leaves  the 
scalp  healthier  because  it  fights  dandruff,  too. 

Morgan's  Anti-dandruff  Shampoo  A  golden  liquid  that 
deep  cleans  the  hair  and  removes  dandruff 

Morgan's  Cream  Shampoo  A  special  formulation  for  those 
with  dry  hair.  A  smooth,  creamy  Plend  to  enrich  the  hair's  natural 
oils  Mildly  perfumed. 

Morgan's  Hair  Cream  with  Conditioner  A  slightly  scented, 
non-greasy  cream  that  keeps  the  hair  soft  and  manageable 

Marierte  Hand  Cream  It  leaves  the  skin  soft  and  supple 
Sweetly  perfumed  with  Bourbon  Roses. 


UK  Distributors:  Pharmagen  Ltd , 
Chapel  Street,  Runcorn.  Cheshire  Tel.  09285  72816. 
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customer  had  noticed  it  he  would  prob- 
ably have  said,  "That  makes  no  differ- 
ence, you  can  hardly  see  it  anyway".  Such 
a  defect  would  not  be  likely  in  law  to 
render  the  goods  "other  than  of  mer- 
chantable quality",  but  if  the  camera 
had  been  sold  without  a  shutter  or  with- 
out a  winding  spool  or  some  other  signi- 
ficant defect,  then  the  article  would  not 
Ijave  been  of  merchantable  quality. 

Secondly,  if  the  goods  are  sold  for  a 
particular  purpose  they  must  be  reason- 
ably fit  for  that  purpose.  Thirdly,  if  the 
goods  are  sold  subject  to  a  description 
they  must  correspond  with  that  descrip- 
tion. Now  you  will  ask,  "What  is  the 
legal  effect  of  a  breach  of  any  one  of 
these  terms?"  Suppose  in  your  pharmacy 
you  sell  goods  that  are  not  of  merchant- 
able quality,  or  that  are  not  fit  for  the 
purpose  for  which  they  are  sold,  or  that 
do  not  correspond  with  the  description 


under  which  they  are  sold.  The  answer, 
as  always,  is:  "It  all  depends". 

What  does  it  depend  on?  It  depends 
on  whether  the  customer  has  accepted 
the  goods.  For  example:  a  customer 
says,  "I  want  a  Dreamland,  single-bed, 
one-heat,  blue  electric  blanket  please". 
You  get  down  from  the  top  shelf  a  box 
labelled  Dreamland,  single-bed,  one-heat, 
blue  electric  blanket,  you  wrap  it  up, 
take  the  money  and  away  goes  the 
customer.  He  gets  it  home  and  unwraps 
it,  and  he  finds  that  he  has  purchased  a 
Dreamland,  single-bed,  one-heat,  pink 
electric  blanket.  There  is  nothing  wrong 
with  it,  it  will  work,  it  will  do  everything 
it's  supposed  to  do,  but  it  does  not  cor- 
respond with  the  description.  The  cus- 


tomer says,  "Well,  I  can't  accept  that,  I 
wanted  a  particular  colour,  it's  to  go  with 
the  colour  scheme  in  the  bedroom,  I'm 
going  to  take  it  back".  He  comes  back 
and  says,  "I  have  not  accepted  these 
goods  legally,  I've  brought  them  straight 
back  to  you,  I  have  acted  promptly,  I 
want  to  repudiate  the  contract,  I  want 
you  to  put  me  back  in  the  position  I  was 
in  before  the  contract  was  entered  into". 
And  in  law  he  is  entitled  to  demand  a 
full  refund  iff  his  money,  despite  being 
sold  a  perfectly  good  blanket.  What  he  is 
not  entitled  in  law  to  do,  strangely 
enough,  is  to  demand  a  replacement.  You 
might  offer  him  one  and  he  might  accept 
it  and  everything  will  be  sweetness  and 
light,  but  he  cannot  legally  force  you  to 
replace  it.  That's  the  one  thing  that  a 
customer  can  never  legally  do;  force  a 
shop-keeper  to  replace  an  article.  They 
can  demand  their  money  back,  but  they 


can't  ask  for  another  one  legally.  There 
is  nothing  to  stop  them  doing  so  in  prac- 
tice and,  of  course,  in  this  particular  ex- 
ample what  you  normally  do  is  say,  "Oh, 
the  stupid  manufacturers  have  put  the 
wrong  blanket  in  the  box.  let's  see  if 
another  one  is  all  right",  and  if  it  is,  off 
they  go  and  everyone  is  happy.  That's 
fine,  but  that  will  be  a  completely  new 
contract. 

These  implied  terms  are,  in  law,  war- 
ranties. They  go  to  the  root  of  the  con- 
tract, and  if  broken,  the  contract  itself 
is  being  broken.  If  the  customer  doesn't 
act  promptly,  if  he  does  accept  the  goods 
by  doing  something  with  them  that  indi- 
cates acceptance  such  as  pulling  the 
blanket  on  the  bed  and  using  it  overnight, 


or  storing  it  away  in  the  cupboard  some- 
where, then  the  customer  is  not  entitled 
to  repudiate  the  contract.  They  are  not 
entitled  by  law  to  be  put  back  in  the 
position  they  were  in  before  the  contract 
was  entered  into.  What  they  are  entitled 
to  do  is  sue  you  for  breach  of  contract 
and  they  are  entitled  to  damages  if  the 
contract  has  been  broken.  The  measure  of 
damages  is  the  monetary  value  of  the 
difference  between  what  they've  got  and 
what  they  bargained  for.  Now  in  the  case 
of  the  electric  blanket  the  customer 
would  be  lucky  if  he  was  awarded  any 
damages  at  all.  because  there  was  nothing 
wrong  with  it  and  the  value  of  a  pink 
blanket  is  t  j  different  from  the  value 
of  a  blue  one.  A  court  might  put  a  token 
value  on  the  disappointment  and  incon- 
venience of  having  a  pink  blanket  in  a 
blue  bedroom,  but  it  would  do  so  with 
its  tongue  in  its  cheek.  So  if  a  customer 
comes  back  two  or  three  weeks  later, 
having  used  the  thing  you  sold  them 
and  found  that  it's  faulty  (and  the  defect 
must  be  present  at  the  lime  you  make 
the  sale)  they  are  not  necessarily  entitled 
to  a  full  refund.  It  could  be,  of  course, 
that  the  measure  of  damages  is  equal  to 
or  more  than  the  value  of  the  goods. 

Injury  by  faulty  product 

Suppose  for  example  you  sell  a  faulty 
aerosol  and,  after  a  fortnight,  the  cus- 
tomer uses  it  for  the  third  time,  the 
faulty  cap  flies  off  and  hits  him  in  the 
eye  and  blinds  him.  He  is  not  interested 
in  repudiating  the  contract,  or  being  put 
back  in  the  position  he  was  in  before 
he  entered  into  it  nor  about  the  60p  he 
paid  for  the  deodorant.  What  he  is  in- 
terested in  is  the  £20,000  for  the  loss  of 
an  eye.  So,  in  some  circumstances,  it  can 
be  belter  for  a  customer  to  repudiate 
the  contract  and  refuse  to  accept  the 
goods.  In  other  circumstances,  particu- 
larly where  there  is  consequential  loss, 
it  can  be  far  more  beneficial  for  a 
customer  to  say  to  you,  and  they  norm- 
ally do  it  through  a  solicitor,  "Yes,  I 
accept  the  goods,  I  abide  by  the  contract, 
but  you  are  in  breach  and  I  am  entitled 
to  damages  not  only  for  the  lower  value 
of  the  article  I  bought,  but  also  for  the 
consequential  loss".  You  sell  a  faulty 
bottle  of  methylated  spirits  for  example, 
and  on  a  hot  day  the  bottle  cracks, 
spills  the  melhs  over  the  floor  and  the 
open  flame  on  the  other  side  of  the 
room  ignites  the  vapour,  the  house  burns 
down  together  with  its  17  "old  masters". 
The  customer  is  entitled  not  only  to  the 
20p  for  the  methylated  spirits  but  to  the 
£250,000  damages  for  the  consequential 
loss  of  the  pictures  and  the  house. 
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Travel  sickness 

A  market  that  now  goes 
all  the  year  round 


Economically,  Britain  may  be  in  a  state 
of  crisis  but  its  citizens  have  conclu- 
sively shown  that,  whatever  the  financial 
situation,  the  last  luxury  to  forgo  is 
their  annual  holiday. 

The  start  of  1979  with  snow  and 
strikes  proved  to  be  a  bonanza  period 
for  travel  agents.  Bookings  couldn't  have 
been  brisker;  the  principal  public  reaction 
to  the  adverse  conditions  seemed  to  be 
a  resolve  to  get  away  from  it  all  with 
a  holiday  in  the  sun. 

Such  news  for  chemists,  who  already 
do  well  with  travel  sickness  remedies, 
is  a  further  indication  that  far  from 
being  a  summer  only  line  they  can  be 
profitably  stocked  all  year  round. 

One  of  the  important  trends  in  the 
holiday  market  is  the  number  of  not 
especially  affluent  consumers  who  also 
take  a  winter  break.  Winter  breaks,  once 
the  prerogative  only  of  the  rich,  now 
have  mass  market  appeal. 

The  need  to  match  promotion  to  the 
latest  travel  trends  is  well  appreciated  by 
manufacturers.  For  example,  Stafford- 
Miller  have  recently  repackaged  Joy 
Rides,  which  now  bear  illustrated  outers 
showing  Concorde  and  the  latest  high- 
speed trains.  The  company  majors  on 
sales  to  consumers  holidaying  by  car 
within  the  UK. 

Sponsorship 

The  coming  year  promises  to  be 
exciting  promotionally.  For  the  first 
time,  large-scale  sporting  sponsorship 
has  been  evoked  to  sell  more  travel 
sickness  remedies. 

For  example,  to  promote  Kwells  for 
sea-sickness,  Nicholas  Laboratories  will 
be  sponsoring  one  of  the  entrants  for 
the  Azores  and  Back  Yacht  Race. 

The  race,  which  begins  in  June  is 
timed  to  coincide  with  the  maximum 
sales  period,  and  the  skipper  of  the 
selected  yacht  being  a  doctor  must  lend 
added  credibility.  The  GP  will  be 
accompanied  on  the  trip  by  his  son-in- 
law,  a  British  Airways  pilot. 

"This  is  the  first  time  Nicholas 
Laboratories  have  been  involved  in 
sponsorship  at  this  level  in  the  UK  and 
we  are  naturally  excited  by  the  pros- 
pect," Mr  Graeme  Hannah,  Nicholas 
marketing  manager  pharmaceuticals 
says. 

To  back  the  promotion  Nicholas  will 
be  introducing  specially  designed  point- 
of-sale  aids.  These  will  be  sent  in  good 
time  for  chemists  to  take  maximum 
advantage  of  pre-race  publicity  in  the 
national  and  specialist  Press.  There  will 
be  a  further  burst  for  Kwells  if  the 
sponsored     yacht,     specially  renamed 


Quick  Kwells  for  the  race,  is  first  back 
into  Falmouth  after  her  2,400  mile  trip. 

Mr  Hannah  points  out  "The  travel 
sickness  remedy  market  tends  to  fluc- 
tuate in  ratio  to  such  factors  as  petrol 
prices,  the  state  of  the  economy  and  the 
weather,  all  of  which  affect  the  number 
of  people  travelling".  However,  he  and 
his  colleagues  at  Nicholas  are  expecting 
1979  to  be  a  growth  year.  "One  impor- 
tant indicator  of  a  prosperous  summer 
ahead  is  the  level  of  holiday  bookings 
which  at  this  moment  look  extremely 
good,"  he  commented. 

Limitations 

Mr  Hannah  recognises  the  market 
must  be  limited  in  size  and  in  the 
number  of  products  it  can  support  and 
that  pharmacists  would  not  display  on 
a  self-selection  basis,  but  he  urges 
stockists  to  "maximise  sales  by  taking 
full  advantage  of  manufacturers'  point- 
of-sale  aids."  Wellcome  Foundation  take 
a  similarly  optimistic  view  of  1979  pros- 
pects. The  past  two  years  have  been 
especially  kind  to  Marzine.  According 
to  Wellcome  statistics,  Marzine  now 
holds  a  20  per  cent  share  of  the  £1 
million  travel  sickness  remedy  market 
and  has  increased  its  sales  16  per  cent 
since  1977. 

During  the  last  quarter  of  1978,  sales 
were  up  13  per  cent  on  the  same  period 
of  1977  and  Wellcome  are  confident  the 
upturn  will  be  maintained  or  improved 
in  1979. 

During  1979,  Marzine  will  be  exten- 
sively promoted  in  the  national  Press. 
The  current  year's  campaigns  will  fea- 
ture in  the  Sun,  Sunday  Express  and 
Radio  Times  as  previously,  but  the  new 
journal  What  Holiday?  will  also  be  added. 

Reminder 

"The  advertisements  will  act  as  re- 
minders to  consumers  to  pick  up 
Marzine  at  their  local  chemist,"  a  spokes- 
man for  the  Wellcome  Foundation  com- 
mented. "We  do  not  feel  that  travel 
sickness  preparations  are  an  impulse 
purchase,  but  represent  planned  spend- 
ing, the  purchase  being  made  in  good 
time  before  the  outward  holiday  journey. 
There  is,  however,  the  opportunity  for 
return  journey  sales  too.  These  usually 
are  'emergency'  buys,  the  car  being 
stopped  en  route,  or  else  purchases  made 
in  the  holiday  towns  themselves." 

Realising  the  restrictions  on  self- 
selection  displays,  Wellcome  believe  the 
chemist  should  take  the  trouble  to 
remind  customers  of  the  need  for  such 
remedies  and  that  he  is  often  given  the 
opportunity  when  a  customer  is  stocking 


up  with  film,  toothpaste  and  suntan 
preparations. 

Wellcome  believe  good  displays  should 
be  mounted  as  early  as  Easter  with  a 
repeat  of  heavy  promotion  just  before 
the  Spring  Bank  Holiday.  "Thereafter 
Marzine  should  be  displayed  promi- 
nently throughout  the  holiday  season. 
Indeed  it  should  always  be  available,  for 
in  our  experience  the  growing  incidence 
of  the  winter  break  is  making  this  into 
a  round-the-year  market." 

Getting  to  the  right  sector  of  the 
market  is  the  main  concern  of  Duncan 
Flockhart,  whose  Sealegs  currently  holds 
second  place  in  the  brand  leadership 
tables  with  a  30  per  cent  share  of  overall 
sales  compared  to  Kwells'  35  per  cent. 

Duncan  Flockhart  believe  the  family 
party  is  most  important  so  far  as  travel 
sickness  remedies  are  concerned.  Because 
of  the  special  needs  of  the  market  they 
believe  a  major  plus  for  their  product  is 
that  it  can  be  taken  "the  night  before" 
rather  than  during  the  excitement  of  the 
journey  itself. 

Their  point-of-sale  aids,  as  previously, 
will  emphasise  that,  despite  the  name, 
Sealegs  are  suitable  for  all  types  of 
travel.  That  will  also  be  stressed  in  the 
Press  advertising  campaigns  once  again 
concentrated  in  the  travel  publications. 
Selling  has  commenced  and  stockists  are 
urged  to  mount  promotions  for  a  May 
to  June  start  to  the  holiday  season. 
Packaging  will  be  unchanged  but  there 
may  be  price  changes  announced  shortly. 

Flavoured 

A  feeling  for  the  family  is  also  at 
the  core  of  Stafford-Miller's  plans  for 
promoting  Joy-Rides.  "Ours  are  the  only 
tablets  on  the  market  made  specially  for 
children  and  in  the  form  of  a  raspberry 
flavoured  chewable  tahlet  which  needs 
no  accompanying  drink  of  water,"  com- 
ments Helen  Rotherforth,  consumer 
product  manager. 

"Our  market  research  suggests  it  is 
the  mother  with  young  children  who  is 
most  likely  to  purchase  travel  sickness 
tablets,  so  this  year  our  advertising  cam- 
paigns will  major  on  parental  aware- 
ness," she  says. 

Campaigns  centred  on  the  women's 
and  mother-and-baby  Press  begin  in  May 
or  June.  Simultaneously,  Stafford-Miller 
will  again  be  offering  stockists  leaflets 
for  their  customers.  This  year's  promo- 
tion will  take  the  form  of  a  "Kid's 
Quiz".  The  booklet  will  incorporate  tips 
on  how  to  avoid  travel  sickness  and  will 
be  offered  to  stockists  in  an  eyecatching 
display  stand,  design  linked  to  the  Joy 
Rides  advertisements. 

Stafford-Miller  are  also  finding  a 
steady  build-up  of  export  business,  a 
feature  of  1979  market  trends.  "We  have 
always  done  good  business  with  Eire," 
comments  Ms  Rotherforth.  "However 
we  are  now  also  enjoying  impressive 
orders  from  the  Middle  East." 
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LETTERS 

From  one  of  the 
dotty  minority' 

I  was  pleased  to  see  at  last  a  response 
from  Mr  A.  C.  L.  Mackie,  director  gen- 
eral of  the  Health  Education  Council, 
fter  the  widespread  criticism  of  the 
much  heralded  medicines  campaign  and 
the  general  lack  of  publicity  which  it 
has  attracted. 

After  making  due  allowance  for  the 
problems  caused  by  national  strikes 
during  the  past  two  months,  I  was 
urprised  and  indeed  annoyed  by  the 
self-congratulatory  style  of  his  response. 
There  are  still  pharmacists  awaiting 
supplies  of  the  material  requested. 
Although  I  have  received  mine,  they 
arrived  in  a  large  envelope  surrounded 
by  rubber  bands  because  the  original 
packet  had  burst  open  and  the  contents 
which  were  not  those  ordered — had 
been  trampled  on  by  a  large  wet  boot. 

The  fact  that  5,000  pharmacists  have 
ordered  millions  of  leaflets  should  not 
be  interpreted  as  an  unqualified  endorse- 
ment of  the  literature  available,  but 
rather  that  in  spite  of  the  frog-eyed 
imbecilic  appearance  they  have  been 
given,  they  are  prepared  to  back  any 
campaign  to  educate  the  public  in  the 
proper  use  of  medicines.  The  condes- 
cending manner  in  which  Mr  Mackie 
refers  to  the  "charming  dotty  minority" 
who  have  objected  to  the  material  is  not 
what  I  would  expect  from  someone  in 
his  position  as  director  general. 

The  whole  campaign  having  been  a 
quid  pro  quo  by  the  Government  to  the 
Pharmaceutical  Society  for  allowing  the 
ale  of  medicines  in  non-pharmaceutical 
mtlets,  I  suspect  that  the  HEC  accepted 
ts  role  in  the  affair  with  bad  grace, 
having  been  told  what  to  do  by  the  other 
wo  parties. 

In  any  event  the  whole  campaign  has 
been  a  sorry  affair  and  it  reflects  little 
credit  on  anyone  save  those  poor  phar- 
macists at  the  end  of  the  line  who  are 
doing  their  best  with  a  faltering  supply 
of  second-rate  material  to  put  over  to 
the  public  what  is  an  important  message: 
that  they  should  treat  their  medicines 
with  care. 

Whenever  I  address  non-pharmaceu- 
ical  audiences  on  this  subject,  I  tell 
hem  to  use  their  local  pharmacist,  not 
ibuse  him.  I  would  extend  this  advice 
to  the  Health  Education  Council. 
Godfrey  Bedford 
Brighouse 

Dates  and  margins 

Pharmacists  have  had  a  long  struggle 
with  the  DHSS  on  the  injustices  of  the 
elays  in  applying  new  prices  to  pres- 
riptions,  but  we  seem  to  be  encountering 
i  new  handicap  to  profitable  trading  and 
dispensing. 

In  the  C&D  Price  Supplement  of 
February  17,  we  were  given  our  first 
lotice  of  changes  in  price  for  a  large 
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proportion  of  the  products  of  the  Well- 
come Foundation.  Similarly,  on  Febru- 
ary 24.  we  were  told  of  increases  by 
British  Cod  Liver  Oils  and  Syntex — all 
effective  from  February  5.  The  latter 
two  quote  a  price  which  gives  an  on-cost 
of  334  per  cent  instead  of  the  usual  one 
for  "ethicals"  of  50  per  cent.  All  the 
companies  have  lines  for  sale  over  the 
counter,  and  many  pharmacists  must, 
have  suffered  through  ignorance  of  the. 
correct  price  to  charge  on  newly-obtained 
lines — or  the  inability  to  generate  enough 
profit  to  obtain  more  supplies.  Why 
can't  these  companies  notify  the  retailer 
with  the  same  efficiency  as  they  do  the 
wholesalers?  Postage  is  expensive,  but 
there  is  nothing  to  prevent  them  from 
notifying  C&D  at  the  correct  time, 
with  a  suitable  embargo  if  necessary. 
Or  don't  they  really  care  about  the 
pharmacist  on  whom  they  must  depend 
for  some  of  their  business? 
We  now  have  a  more  insidious  move. 


Consulting  the  February  24  Supplement 
one  finds  that  the  prices  of  the  Hoyt 
division  of  Colgate-Palmolive  have 
changed  from  March  1.  Instead  of  the 
normal  procedure,  the  company  has 
reduced  the  on -cost  to  the  retailer  from 
50  per  cent  to  40  per  cent.  Thus  some 
products  cost  us  more,  but  we  are  still 
expected  to  charge  the  same  price  to  the 
public!  Having  spoken  to  Hoyt,  they 
say  -in  effect  that  they  cannot  afford  to 
charge  the  old  prices  any  longer.  But  we 
are  expected-  to  recommend  and  supply 
an  "ethical"  product  for  less  profit  than 
before.  Apparently,  when  Hoyt  products 
are  made  in  the  UK  in  about  six  months 
time,  their  costs  will  be  less.  In  the 
meantime,  and  until  they  restore  the 
margin.  I  certainly  shall  not  encourage 
a  range  which  surely  needs  the  goodwill 
of  every  pharmacist. 
R.  Jackson 
London  WC1 

More  Letters  on  p318 


Non-ergotamine 


m  is  the 
one  anti-migraine 
specific  you  may 
sell  over  the 
counter 


Sales  (and  prescriptions) 

are  still  rapidly  rising. 

So  check  your  stocks  now. 

Over  half  a  million 
prescriptions  for 
Migraleve  speak  for 
themselves. 


M#  NON  ERGOTAMINE  "M 
lgraleve 
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OPEN  SHOP 

Taking  the  lid  off  Xmas 

This  week's  contribution  conies  from  an  independent  proprietor  in  Yorkshire 


Christmas  trading  is  well  behind  us,  but 
before  long  I  suppose  we  will  be  put 
through  it  all  again  with  earlier  and 
earlier  Christmas  shows,  promises  regard- 
ing stock  and  deliveries,  and  "hoping 
to  serve  you  better  than  last  year"  from 
our  suppliers.  For  me,  1978  started  with 
fun  and  games  concerning  return  of  the 
excess  of  Coty  gift  sets  T  had  been 
persuaded  to  buy  in  1977.  This  was 
eventually  accomplished  with  the  aid  of 
the  National  Pharmaceutical  Association 
who  got  Coty  to  accept  responsibility  for 
the  charges  incurred  in  returning  sets. 

But  buying  started  in  earnest  in  June 
and  July  when  we  attended  two  trade 
shows— our  troubles  began  soon  after. 
At  Faberge  we  arranged  for  a  represen- 
tative to  call  to  open  an  account — we 
are  still  waiting.  On  Brut  33  in  particular 
we  are  experiencing  peculiar  afiomalies. 
This  range  is  readily  available  through 
all  supermarkets  and  cash-and-carry  out- 
lets, but  when  we  pressed  our  local  phar- 
maceutical wholesalers  the  maximum  dis- 
count offered  was  about  1\  per  cent. 

With  4711,  we  gave  our  order  and 
because  we  did  not  receive  delivery  by 
December  1  (September  delivery  was 
requested),  we  cancelled  in  total.  Our 
Bronnley  order  was  posted  in  June  or 
July,  again  for  delivery  in  September. 
Nothing  came  by  November  1,  and  after 
threatening  to  cancel  we  received  a  part- 
order  on  November  15  and  the  remainder 
on  December  1 5 — though  it  was  nothing 
like  my  original  much  larger  order. 

We  did  not  order  one  Yardley  gift  set 
this  year,  which  proved  a  correct 
decision  Their  three  more  expensive 
fragrances  were  not  selling  well  enough 
and  on  top  of  the  box  charge  we  felt 
these  sets  were  not  what  the  customer 
wanted.  On  the  subject  of  Yardley 
fragrances,  we  did  not  take  their  5am 
because  it  was  in  a  similar  price  range 
to  their  other  three,  which  hasn't  proved 
successful,  except  for  their  special  offers. 
J  still  have  stock  from  my  opening  order 
of  Laughter! 

Factor  fragrances  not  in  demand 

Max  Factor  fragrances,  generally  speak- 
ing, are  also  not  in  demand  in  my 
experience.  Here  again  we  resisted  the 
temptation  to  take  in  Rapport  and  Just 
Call  Me  Maxi — though  we  took  one  unit 
of  each  of  their  special  offers.  We  have 
discontinued  Stevie  B  and  Blase  also. 
Factor,  however,  had  improved  on  their 
presentati  in  of  gift  sets  and  we  found 
the  two  larger  make-up  sets  to  be  highly 
successful — the  eye  set  at  £3.25  is  good 
enough  to  be  an  all-year-round  prodirct. 

Coty,  I  have  already  mentioned.  This 
year  we  bought  a  greatly  reduced  quan- 
tity of  L'Aimant — their  ?nid-year  pro- 
motion, with  all  good  intentions  and 
television,  etc,  did  not  boost  sales,  and 


their  other  fragrances  are  all  at  a 
complete  standstill  on  the  shelves. 

I  have  given  some  detail  regarding 
Coty,  Yardley  and  Max  Factor  agencies 
because  in  general  terms  we  are  finding 
that  their  "on  the  shelf"  perfumes  are 
not  worth  us  stocking — and  certainly  not 
worth  the  shelf  space  we  have  previously 
been  giving  them.  I  note,  too,  that  all 
three  firms'  products  are  readily  avail- 
able without  going  "direct" — is  it  possible 
that  they  are  encouraging  "market-stall" 
trading  to  distribute  their  stock? 

Revlon  have  caused  a  series  of 
problems  all  through  the  year.  Stock  we 
order  does  not  come;  some  stock  comes 
in  excess  of  what  we  have  ordered  and 
though  I  am  the  only  Revlon  stockist  in 
the  area  and  would  not  wish  to  lose  my 
account,  T  have  been  treading  a  very  thin 
line  with  them  since  early  November.  I 
overcame  one  of  my  problems  by  buying 
Charlie  gift  sets  "cash-and-carry" — no 
problems!  Tn  fact  Charlie  was  available 
at  numerous  cash-and-carry  outlets. 

Unfortunately  for  quite  a  few  com- 
panies the  absence  of  television  advertis- 
ing before  Christmas  (on  Yorkshire  TV) 
prevented  build-up  sales  of  lines  we  were 
told  would  be  in  "great  demand". 
Gillette  Contour  razors  were  the  excep- 
tion, but  no  back-up  stock  was  available 
after  the  initial  sell-in. 

A  Unichem  referendum? 

Finally,  T  am  against  the  abolition  of 
resale  price  maintenance  on  drugs  and 
would  dearly  like  to  have  an  internal 
vote  of  all  shareholders  of  Unichem  to 
know  whether  the  majority  is  or  is  not 
in  favour  of  the  company's  present 
policies.  Channelling  orders  into  one 
company  cannot  be  healthy  and  cannot 
be  in  my  best  interests  because  I  wish 
to  offer  the  best  possible  service  to  my 
customers  and  this  cannot  be  done  when 
one  relies  solely  on  the  deliveries  from 
a  firm  with  a  monopoly.  Once  one  com- 
pany is  in  a  position  of  strength  I  can 
imagine  that  the  next  step  will  be  that  we 
can  only  order  "counter"  lines  once  a 
week,  or  some  other  crazy  1984-style 
system  making  the  plight  of  the  smaller 
chemist  harder  yet  again. 

Some  pharmacists  have  claimed  that 
even  if  the  Government  does  eventually 
take  something  back  from  us  we  will  be 
no  worse  off  because  we  will  still  have 
the  discount.  But  if  for  some  reason  one 
company  is  out  of  stock  and  I  draw  on 
another  wholesaler  who  does  not  offer 
me  a  discount,  I  must  be  worse  off!  And 
only  in  Utopia  are  wholesalers  never 
out  of  stock.  Heaven  knows  what  the 
Government  is  thinking  about  us  behind 
our  backs;  imagine  hundreds  of  MP's 
rolling  over  on  their  backs  in  merriment 
as  we  slowly  strangle  ourselves  into  an 
untimely  early  retirement. 


LETTERS 

Continued  from  p317 

Sunday  trading 

You  report  (February  24,  p231)  that 
consumers  want  shops  to  open  for  more 
flexible  hours  and  presumably  that 
includes  opening  on  Sundays.  I  am  a 
consumer  (so  are  we  all)  but  I  do  not 
wish  that  shops  should  open  on  Sundays. 
In  fact  I  object  to  all  Sunday  trading. 
All  kinds  of  suggestions  are  made  about 
overworked  consumers  struggling  to  do 
their  shopping  against  great  odds.  Of 
course  there  are  many  difficulties  as  any 
shopper  in  a  store  realises — only  a 
supreme  effort  can  effect  a  purchase 
against  the  combined  opposition  of  the 
so-called  "sales"  assistants.  If  the  shop- 
per ignored  the  advice  of  the  media  and 
shopped  in  the  independent  neighbour- 
hood shops  they  would  soon  learn  the 
advantages  of  service  and  civility. 

As  regards  the  Sunday  trading,  that  is 
wanted  by  a  minority  of  feckless  folk 
who  are  probably  too  busy  gawking  at 
the  telly  to  decide  their  wants  for  the 
coming  week  and  thus  hope  to  nip  round 
the  corner  and  make  a  quick  purchase 
for  dad's  dinner.  The  debasement  of  our 
Sundays  is  yet  another  example  of  the 
general  lowering  of  standards  in  this 
once  great  nation.  In  any  case  I  doubt 
whether  folks  would  have  time  to  shop 
on  Sundays,  they  are  so  busy  that  they 
cannot  even  spare  an  hour  for  church. 

Those  whom  the  Gods  wish  to  destroy 
they  first  make  mad.  At  the  moment 
we  appear  to  be  ahead  of  the  Gadarene 
swine. 

John  S.  Clarke 

Weston-super-Mare 

Think  of  staff 

The  trouble  with  Sunday  trading  is  that 
staff  cannot  resist  having  to  work  on 
Sunday  if  the  owner  wants  them  to, 
especially  in  the  smaller  shops  with  two 
or  three  staff.  To  refuse  causes  friction 
with  the  employer  and  bitterness  with 
fellow-staff  when  one  refuses  to  take  his 
or  her  turn.  Who  could  refuse  in  those 
circumstances? 

Staff  need  to  be  protected  from  this. 
I  should  know,  because  I  have  to  staff 
the  pharmacy  for  Sunday  rota,  either  by 
persuasion  or  compulsion.  Despite  extra 
pay  it  often  has  to  be  compulsion. 
Besides,  who  wants  to  lose  the  weekend? 
Kenter 

Shylock  upstaged? 

The  recent  report  that  pharmacy  com- 
panies are  being  harassed  by  the  inspec- 
tor of  taxes  to  account  for  their  low 
profit  return  conjures  up  an  image  of 
the  vulture  tax  inspector  keening  because 
the  hyena  health  minister  has  beaten  him 
to  his  pound  of  flesh. 

My  heart  would  bleed  for  him — if  I 
had  any  blood  left. 
Incus 
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Bran 

onTVagain. 

Starts 
March  12th. 

Nielsen  confirms  25%  of  all  chemists 
missed  this  major  profit 

•      i  •  i 

opportunity  last  time  by  Wgtt 
unning  out  of  stock.  ^^-^0 
Order  enough  today  J  v^'^  - 
xomyour  local  wholesaler. 


new 

«  CALOWf  BRAN  ''  J'  if< 

1  APPETITE  CONTROL  - 


Thompson  Medical  Company  Ltd. 

lunard  Road,  North  Acton,  London  NW10  6PN.  Telephone  01-235 1429. 

0  March  1979  Chemist  &  Druggist  319 


Closer  consultation 
needed  on  safety 


Much  closer  consultation  on  guidelines 
for  safety  and  efficacy  of  drugs  is 
needed  between  the  pharmaceutical 
industry  and  regulatory  bodies  at 
national  and  European  levels,  believes 
Dr  A.  Worlock,  director,  Wellcome 
Foundation.  He  was  speaking  at  the 
inaugural  meeting  of  the  European 
Federation  of  Pharmaceutical  Industries' 
Associations  in  Brussels,  last  week. 

He  said  the  EEC  Committee  for 
Proprietary  Medicinal  Products  (CPMP) 
had  set  up  two  working  parties  on  safety 
of  drugs  and  efficacy  of  drugs.  Guide- 
lines had  been  issued  by  them  and  there 
were  differences  of  opinion  between 
national  authorities  about  the  desirable 
legal  status  of  the  guidelines. 

On  the  free  flow  of  medicines, 
Dr  Worlock  said  the  immediate  question 
was  how  to  create  the  necessary  frame- 
work within  which  the  pharmaceutical 
industry  and  the  regulatory  authorities 
could  work  closely  together,  as  partners, 
at  national  and  community  levels.  The 
joint  venture  had  to  benefit  all  con- 
cerned, and  primarily  the  patients. 

The  debate  about  achieving  the  neces- 
sary uniform  drug  legislation  divided 
sharply  into  two  parts,  he  said,  the  first 
technical,  the  second  political  and 
emotional.   The   challenge   mav  reside 


not  so  much  in  the  assault  on  standards, 
but  in  the  demand  for  an  adaptability 
to  rapidly  changing  circumstances. 

CPMP,  set  up  under  the  provisions  of 
the  "Second"  Directive,  had  failed  to 
facilitate  the  issue  of  authorisations  to 
place  one  and  the  same  proprietary 
medicinal  product  on  the  market  in  two 
or  more  Member  States  "in  order  to 
progress  towards  the  free  movement  of 
proprietary  medicinal  products".  The 
main  reasons  for  the  failure  were  that 
the  provisions  under  which  it  was  set  up 
did  not  offer  any  advantages  to  manu- 
facturers over  existing  registration  pro- 
cedures between  one  EEC  Member  State 
and  another.  The  CPMP  formalities  may 
take  even  longer  as  the  CPMP's  opinions 
are  in  no  way  binding. 

EFPIA  was  not  going  to  become 
involved  in  party  political  activities  or 
individual  nation's  politics,  said  the  first 
president  of  EFPIA,  Mr  G.  J.  Wilkins 
(chairman  and  chief  executive.  Beecham). 
Looking  to  the  economic  and  political 
scene,  which,  above  all.  would  determine 
the  industry's  future,  he  said  the  most 
obvious  and  pressing  problems  relate  to 
price  comparisons  and  parallel  imports. 

Pharmaceutical  companies  could  not 
be  expected  to  rush  into  harmonisation, 
mutual  recognition  or  common  registra- 


tion procedures  when  each  country  couldH 
have  its  own  form  of  price  control— B 
thus  allowing  importing  merchantsB 
with  no  commitment  to  research  or  proB 
viding  full  and  accurate  information  tcfl 
the  medical  profession,  to  import  fronll 
the  country  with  the  most  stringent  pricsm 
control  to  the  detriment  of  the  manui 
facturer  in  the  importing  country.  Thai 
way  led  inevitably  to  insufficient  profit™ 
to  finance  continuing  research  witnl: 
ultimately  disastrous  consequences  tcji 
public  health  and  well  being,  he  said.  R 

Technicians  course  I 

Some  confusion  may  have  arisen  ovei« 
the  statement  in  the  Pharmaceutical 
Services  Negotiating  Committee  reporim 
(last  week,  p276)  that  the  City  and! 
Guilds  certificate  for  technicians  coulcji 
be  pursued  through  a  correspondencelfl 
course.  The  City  and  Guilds  Institute! 
recognise  the  correspondence  course  rurifl 
by  the  Pharmacy  Assistants  Training! 
Board  and  students  who  have  taken  thisl 
course  are  eligible  to  sit.  as  externa™ 
candidates,  the  examinations  for  thel 
Dispensing  Technician  Certificate. 

However  if  a  student  lives  within  lQj] 
miles  of  technical  college  which  runs  al 
course  for  technicians  then  the  student! 
should  attend  that  course  unless  there! 
are  exceptional  circumstances.  At  present! 
there  are  31  colleg  es  in  the  UK.  whichB 
offer  such  courses.  Further  details  of  the! 
correspondence  course  run  by  PATBl 
can  be  obtained  from  Mallinson  House,! 
40  St  Peter's  Street,  St  Albans,  Herts.  I 


Nicholas 
Laboratories  Limited 


PRICE  REVISIONS 

The  following  prices  are  effective  as  and  from  12th  March  1979 

PRODUCT/ 
SIZE 

Retail 
Selling  Price 
(incl  VAT) 

Standard 
Wholesale  Price 
per  case 

Terms  4  Price 
(Best  Terms) 
per  case 

RENNIE 

12's 

14p 

£3.51 

£3.07 

25's 

24p 

£3.95 

£3.45'/2 

50's 

42p 

£3.45 

£3.02 

100's 

61  p 

£5.08'/2 

£4.45 

yfijBP^'  Nicholas  Laboratories  Limited.  PO  Box  17.  Slough, 
jjP^          SL1  4AU  Telephone  Slough  23971 

Rodine  C 

FOR  RATS 
&MICE 


At  hardware  stores, 
chemists,  DIY  and 
garden  shops 

RENTOKIL' 

PRODUCTS  THE  PROFESSIONALS  USE 

RENTOKIL  LTD  PRODUCTS  DIVISION,  FELCOURT,  EAST  GRINSTEAD, 
WEST  SUSSEX,  RH1 9  2JY  Telephone  Lingfield  (0342)  833022 


.continentalstyleshopfittings  designed  for  todays  Pharmacy 
plus  full  service  —  complete  installations 
olney  bros  ltd    j  ado  house,  north  bridge  road, 
j—w  berkhamsted.herts  hp4  leg 
lUr     free  colour  brochure  04427-5417/9 
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COMPANY  NEWS 

Pharmaceuticals 
help  Fisons 

Pharmaceuticals  played  a  major  part  in 
Fisons  Ltd's  increased  pre-tax  profits 
last  year.  Pharmaceuticals  contributed 
£11.2  million  to  the  total  £27m  group 
activity  profit  when  sales  increased  by 
nearly  22  per  cent  to  a  record  £68.4m. 
Earnings,  however,  increased  by  only 
7  per  cent  mainly  because  of  the  weak 
US  dollar. 

Sales  of  sodium  cromoglycate  expan- 
ded significantly.  Growth  occurred  in 
almost  every  overseas  market  as  well  as 
the  UK,  particularly  in  Europe  and  the 
Far  East.  Veterinary  and  proprietary 
medicines  also  grew. 

Group  pre-tax  profits  were  £22. 9m  for 
1978.  12.3  per  cent  up  on  the  previous 
year  £20.4m).  Group  sales  reached 
£348. 3m,  an  18.7  per  cent  improvement 
(£293.4m).  With  taxation  of  £4.1m 
(£4m)  and  minority  interests  of  £40,000 
(£31,000)  group  profit  after  tax  was 
£18.8m,  14.5  per  cent  more  than  1977. 

Fertilisers  contributed  £5. 8m,  a  61  per 
cent  increase  on  the  low  1977  base. 
Scientific  equipment  made  activity  profits 
of  £5.1m  (£3. 6m)  the  increase  being  due 
to  the  inclusion  of  Gallenkamp  for  a 
full  year,  compared  to  six  months  in 
1977.  Profits  from  agrochemicals  were 
18  per  cent  down  on  1977,  at  £3.8 
million,  adversely  affected  by  intensive 
price  competition  on  commodity  agro- 
chemicals  and  the  weakness  of  the  US 
dollar.  During  1978  the  division 
increased  its  investment  in  research  and 
development  and  strengthened  its  inter- 
national marketing  and  distribution 
facilities.  Horticulture  achieved  an  18 
per  cent  increase  in  activity  profit  on 
sales  up  by  10  per  cent  to  £18. 7m. 

UG  sales  increase 
less  than  expected 

Turnover  for  United  Glass  Ltd  increased 
by  19  per  cent  in  1978  to  £149.683m 
icompared  with  £125. 556m  in  1977.  Profit 
before  tax  was  £15.051  m  (£1 1.521m). 
However  the  increase  in  sales  was  not 
as  great  as  expected.  In  the  glass  con- 


tainer  division,  sales  increased  partially 
as  a  result  of  a  rise  in  its  share  of  the 
available  market  but  total  UK  demand 
did  not  expand  as  much  as  expected. 

However  when  the  annual  report  for 
1978  was  released  last  week,  Mr  Vic 
Hender,  managing  director  of  United 
Glass,  said  £7m  worth  of  sales  have 
already  been  lost  in  1979  due  to  bad 
weather,  the  haulage  drivers  strike  and 
the  tanker  drivers  dispute. 

Boots  agrochemicals 
in  north  America 

The  Boots  Company  Ltd,  USA,  and 
Hercules  Incorporated  of  Wilmington, 
Delaware,  have  completed  the  formation 
of  a  joint  venture  to  develop  and  sell 
agricultural  chemicals  in  north  America. 
The  company  will  be  known  as  Boots 
Hercules  Agrochemicals  Company  and 
will  be  based  in  Wilmington,  Delaware. 

In  forming  this  joint  venture  Boots 
acquired  60  per  cent  of  Hercules'  existing 
worldwide  agrochemical  business.  Boots' 
objectives  are  to  increase  its  agrochemical 
involvement  worldwide  and,  through  the 

Mrs  Margaret  Thatcher,  leader  of  the 
Opposition,  visiting  the  Holmes  Chapel 
manufacturing  unit  of  Fison 
Pharmaceutical  Division.  Mrs  Thatcher 
was  touring  Knutsford,  Cheshire,  because 
of  a  by-election  in  the  constituency.  She 
saw  the  Intal  plant  and  the  dextran, 
Bengers  and  Imferon  sections  and  then 
met  over  200  staff  in  the  canteen 


joint  venture  with  Hercules  to  extend 
its  activities  in  north  America  fos  the 
development    and    marketing    of   a  n 
chemicals. 

Briefly 

Tudor  have  acquired  only  the  plant, 
machinery  and  stock  of  Barre  Photo 
Services  (last  week,  p28).  Barre  remains 
paft  of  the  Dollands  group. 

Net  earnings  for  the  Polaroid  Corpora- 
tion in  1978  increased  by  28  per  cent  to 
$118m  compared  with  $92m  in  1977. 
Sales  worldwide  were  $1,376,590  (1977. 
$1,061,945).  Sales  and  earnings  set  new 
records  in  the  fourth  quarter  of  the  year. 

Appointments 

Cussons  Group:  Guy  Tarring  has  been 
appointed  product  manager,  Imperial 
Leather  soap. 

Albright  &  Wilson  Ltd:  Mr  K.  A.  Ward 
has  been  appointed  deputy  managing 
director,  finance  and  administration  and 
Mr  C.  A.  E.  Anderson,  deputy  managing 
director,  operations. 

Tiulor  Photographic  Group  Ltd:  John 
Locke  has  been  appointed  marketing 
manager,  Tudor  Processing  Ltd  and 
Martin  Trevers,  assistant  marketing  man- 
ager, Tudor  Photographic  Wholesale 
Ltd. 

\  idal  Sassoon  Holdings  Ltd:  Joan  Christ- 
mas has  joined  the  company  as  general 
manager  (marketing),  working  in  the 
products  division  alongside  general  man- 
ager, Mike  Warne.  She  was  previously 
with  Revlon  in  Paris. 

Beccliam  Group  Ltd:  Mr  J.  B.  Diamond 
and  Mr  H.  Hill  have  been  appointed  to 
the  board  of  Beecham  Group  Ltd  with 
effect  from  April  1.  Mr  Diamond  is 
chairman  of  the  UK  division  of  Beecham 
Pharmaceuticals  and  Mr  Hill  is  chairman 
of  the  international  division  of  Beecham 
Products. 

Sangers  Group  Ltd:  Mr  Crawford  M. 
Graham  is  joining  the  board  as  the  chief 
executive  from  April  1.  Mr  J.  Nichols, 
present  managing  director,  who  took  over 
from  Mr  S.  Folkes  in  November  1978, 
will  revert  to  his  former  position  as  non- 
executive director.  Mr  Graham  has  been 
with  Pfizer  Group  for  20  years,  holding 
several  positions,  currently  vice-president 
of  the  consumer  division. 


milupa  Granulated  Rusk 

-Made  ready  for  spoonfeeding  just  by  adding 
water. 

The  new  instant  rusk  bringing  the  rusk  market 
back  to  Chemists. 

Milupa  Limited,  Milupa  House,  High  Road,  Cowley  Peachey,  Uxbridge,  Middlesex  UB8  2JA 

Telephone:  West  Drayton  48286 
10  March  1979  Chemist  &  Druggist  321 


Unique  safety.. 


Ribbed 
stopper 
for  better 
grip 


Turnover 
skirt  for 
greater 
safety 


from  the  top  choice 

Suba-Seal's  unique  doubleaction 


The  Suba-Seal 
range  of  British 
made  rubber  hot 
water  bottles  is  the 
biggest  in  the  world, 
covering  al!  popular 
bottles  from  the 
luxury  Ocelot  fabric 
tiny  cot  bottles  to 


the  6  pint  capacity 
'giant'  bottle, 
available  in  a  variety 
of  colours  and  styles 
and  all  attractively 
packed  in  printed 
high  clarity 
polythene  bags  to 
assist  sales. 


Full  range  of  screw-top 
bottles  also  available 


For  further  details  or  for  a 
representative  to  call 
telephone  Barnsley  0226-84081 
or  write  to:- 


man  &  Co.  Ltd., 

cross,  Barnsley,  S.Yorks. 
ilex:  547186 
day  order  facility 
4085  and  dictate  your  order. 
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At  hardware  stores  0 
chemists.  DIY  and 
garden  shops. 
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The  Triangle  Trust  helps  people  of  the 
Pharmaceutical  Industry 


The  Triangle  Trust  1949  Fund  is  an  independent  charitable 
trust  administered  by  a  Board  of  Trustees.  Its  primary  aim  is 
the  relief  of  hardship  or  distress  in  the  case  of  people  and  their 
dependents  employed,  or  formerly  employed  in  the  pharmaceu- 
tical industry  in  Great  Britain  and  the  British  Commonwealth. 
Such  relief  may  include  assistance  with  the  educational  expen- 
ses of  children. 

Fhe  Trustees  are  also  prepared  to  consider  applications  for 
financial  assistance,  beyond  the  scope  of  an  employer's  respon- 
sibilities, with  education  or  training  in  general  subjects,  includ- 
ing music  and  the  arts. 

For  additional  information,  or  to  apply  for  assistance,  write  to: 
The  Secretary,  Dept  CD,  The  Triangle  Trust  1949  Fund, 
Clarges  House,  6-12  Clarges  Street  London  WIY  8DH. 


WHAT  IS  THE 

INSTITUTE  OF  PHARMACY 
MANAGEMENT 

Who  belongs  to  it? 
What  does  it  do? 
Could  it  help  you? 
Does  it  help  the  profession? 

FIND  OUT  ABOUT  OUR  CONFERENCES, 
EDUCATIONAL    COURSES,  SCHOLARSHIPS 
ETC.  BY  READING  THE 

IPM)4 

JOURNAL  " 

Just  send  a  9V?p  stamp  for  your 
COMPLIMENTARY  COPY 

(Normal  subscription  £10  pa) 

TO  THE  EDITOR:  STEPHEN  DAVISON, 
9  IDLEWELLS  SHOPPING  CENTRE, 
SUTTON-IN-ASHFIELD,  NOTTS. 
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MARKET  NEWS 


Paraffins  dearer 

London,  March  7:  The  current  short- 
age of  petroleum  oil  brought  about  by 
the  cessation  of  Iranian  supplies  has 
recently  had  the  obvious  effect  of  in- 
creasing petrol  prices.  It  is  not  sur- 
prising, therefore,  that  during  the 
week  rates  for  medicinal  and  light 
paraffins  and  petroleum  jellies  were 
advanced. 

Honey  prices  continued  to  firm  up 
as  supplies  from  the  major  producing 
areas  remain  scarce.  Of  the  sources 
quoted  below,  only  the  Canadian  is 
unchanged.  Whilst  recent  rates  for 
senna  are  unchanged,  stocks  are  diffi- 
cult to  get  from  origin  particularly 
Alexandra  pods. 

In  essential  oils  bergamot  is  extrem- 
ely scarce.  Supplies  of  other  citrus  oils 
including  lemon,  orange  and  lime  are 
also  difficult  to  locate  in  quantity. 


Pharmaceutical  chemicals 

Aloin:  micro-crystalline  £28.65  kg  in  50-kg  lots. 
Aluminium    chloride:    Pure    crystals    in    50-kg  lots 
£1.23  kg. 

Ammonium  tartrate:  Commercial  £1.59  kg  in  50-kg 
lots. 

Aspirin:  10-ton  lots  £1.50  kg;  imported  £1. 

Atropine:    (Per  kg   in   J-kg   lots)    Alkaloid  £200.50; 

methonitrate  £179.   sulphate  £169. 

Calcium  chloride:  BP  anhydrous  96/98%   £0.93  kg 

in  50-kg  lots  ol  powder  granular  £073;  hexahydrate 

crystals  BP  1968  £0.68- 

Calcium  lactate:  100  kg  lots  £1.55. 

Hydrogen   peroxide:  35  per  cent  £248  metric  ton. 

Hypophosphorous   acid:    (Per   metric    ton   in  50-kg 

lots).     Pure    50    per    cent    £425.     BPC     (30  per 

cent)  £305.34. 

Iodides:    Ammonium    £9.56    kg    (for    50-kg  lols) 
potassium  £4.53  kg   (250-kg  lots);  sodium  £6.79  kg 
Iodoform:  USNF  £11  )<g  in  50-kg  lots. 
Iodine:  Resublimed  £6  48  kg  in  250-kg  lots 
Isoniazid:  BP  1973  £3.65  kg  in  1-ton  lots. 
Isoprenaline:  Hydrochloride  £65,   kg;  sulphate  £60 
Lactic  acid:  BP  88/90%   £1.75  kg   in  70-kg  drum 
Lobehne:    Hydrochloride    BPC    and    sulphate  £1.45 
per  g  for  100-g  lots. 

Magnesium   carbonate:    BP   per    metric    Ion — heavy 

£590  to  £620,  light  £490. 

Magnesium  chloride:  BP  crystals  £0.75  kg  for  50-kg 
lots. 

Magnesium  dihydrogen  phosphate:  Pure  £2.29  kg 
in  50-kg  lots. 

Magnesium    hydroxide:    (metric    ton)     BPC  light 

£1,360.  28  per  cent  paste  £440. 

Magnesium  oxide:  BP  per  metric  ton,  heavy  £1,350; 
light  £1,360. 

Magnesium  sulphate:  BP  £1 16. 70-E1 24.70  metric  ton 
commercial  £103  50-£1 1 1 .50;  exsiccated  BP  £249.40. 
Maqnesium  trisilicate:  £0.85  kg  in  1,000-kg  lots. 
£1.20  kg  (500  kg  lots). 

Methyl  salicylate:  5-ton  lots  £1.35  kg,  1-ton  £1.39 
Paracetamol:  (Per  kg)  50-ton  contracts  from  £2.94; 
10  Ion  £3.02. 

Paraffin  liquid:  BP  per  litre  in  210-litre  drums  £0.467. 
Light  BPC  1963  £0.419.  Technical  white  oils  WA23 
£0  397;  WA21   £0.41 1 , 

Petroleum  jelly:  BP  soft  while  £396.61  metric  ton 
delivered  UK,  yellow  BP  £378.556  in  170-kg 
drums. 

Physostigmine:  Salicylate  £2.48  per  g;  sulphate 
£3.37  in   100-g  lots. 

Potassium  ammonium  tartrate:  £1.55  kg  in  50-kg 
lots 

Potassium    diphosphate:    BPC    1949    in    50-kg  lots. 

aranular  £1  96  kg;  powder  £1.88. 
Salicylic  acid:  5-ton  lot  £1.22  kg;  1  ton  £1.24. 
Sodium  acid  phosphate:  B'P  crystals  £1.34  kg  for 
50-kg  lots. 

Sodium  carbonate:  Anhydrous  £357  per  me'ric  ton. 
Sodium  fluoride:  in  50-kg  lots  £2.43  kg. 
Sodium  hydroxide:  Sticks  £3.27J  kg  in  50-kg  lots 
Sodium   nitrite:   BPC   1973   £1.18   as   to   maker  for 
50-kg  lots. 

Sodium    perborate:    (per    1,000    kg)  monohydratst 

£527;  tetrahydrate  £311.50. 


Sodium  percarbonate:  £413  per  metric  ton. 
Sodium  sulphite:  Crystals  £0.15  kg   (500  kg  mini- 
mum). 

Talc:  BPC  sterilised  £540  metric  ton  in  50-kg  lots, 
£325  for  1,000  kg  lots. 

Zinc  carbonate:  Pharmaceutical  grade  £630  per 
metric  ton. 

Crude  drugs 

Aloes:  Cape  £1,050  ton  spot,  £1,020  cif.  Curacao 
nominally  £2,080  cif. 

Balsams:     (kg)     Canada    Easier    at    £12.85  spot, 
£12.45    cif     Copaiba:    £2.80   spot   £2.65   cif.  Peru: 
£9.80  spot,  no  cif.  Tolu:  £5.50  spot. 
Benzoin:  £168  cwl  spot  nominal;  no  cif. 
Buchu    Leaves  £1.25  kg  spot;  £1.20  nominal  cif. 
Cascara:  £1.050  metric  ton  spot;  £1,020,  cif. 
Cherry  bark:  £1.070  metric  ton  spot;  £950,  cif. 
Gentian  root:  £1,750  metric  ton  spot,  £1,720,  cif. 
Henbane:  Niger  £1,500  metric  ton  spot;  £1,480,  cif. 
Honey:   (per  metric  ton  in  6-cwt  drums  ex  ware- 
house).   Australian    light   amber  £715   and  medium 
£725.    Canadian    £820.    Mexican    £725.  Argentinian 
£840  (white). 

Hydrastis:  No  spot,  £26.75  kg  nominal,  cif. 
Ipecacuanha:    (kg)    Costa    Rican,    spot    £11.50  kg 
nominal,  no  cif 

Kola  nuts:  £470  metric  ton  spot;  £360  cif. 
Liquorice    root:    Russian    £470    metric    ton  spot; 
Chinese  £450,  Block  juice  £1.58J£1.90  gk  spot. 
Quillaia:  Spot  £1,030  metric  Ion,  £750,  cif. 
Sarsaparilla:  Jamaican  £1.70  kg  spot;  £1.60,  nominal 
cif,  Mexican  £1.67  spot;  £1.64  cif. 
Seeds:    (metric    ton,    cif)    Anise:    China    £870  for 
shipment.  Celery:  Indian  £460.  Coriander:  Moroccan 
£210.     Cumin     Indian     (March-April)     £960  other 
sources  not  available.  Fennel:  Indian  £450:  Iranian 
not    available.    Fenugreek:    Moroccan    £275;  Indian 
£250. 

Senega:  Canadian  £9.30  kg  spot;  £9.20,  cif. 
Senna:    (kg)     Alexandria    pods    hand-picked  from 
£2  upwards;  manufacturing  £0.60.  Tinnevelly  f  a  q 
leaves  £0  46,  pods,   faq  £0.48,   hand-picked  £0  55, 
Turmeric:  Madras  finger  £550  metric   ton,  cif. 
Valerian:  Dutch  £1,720  metric  ton  spot;  new  crop, 
£1.670,  cif.   Indian  £1,130;  £1,100,  cif. 
Witchhazel  leaves:  £2.15  kg  spot;  £2,  cif. 

Essential  and  expressed  oils 

Bergamot:  Scarce,  £35  50  kg  indented. 

Buchu:   South    African   £125   per   kg   spot;  English 

distilled  £185. 

Caraway:  Imported  £24  kg  spot. 

Cardamom:  English-distilled  £270  kg. 

Cassia:  Spot  £36.50  kg,  shipment  £33.75,  cif. 

Clove:   Indonesian   leaf,  £2.35  kg  spot;  £2.28,  cif. 

English-distilled  bud  £38.75. 

Coriander:  Russian  about  £20.50  kg. 

G:nger:   Chinese   £46.50   kg   spot;   £41,    cif.  Other 

sources  up  to  £75  spot.  English-distilled  £95. 

Lemon:    Siciian    besl    grades    about    £15.25    kg  in 

drum  lots. 

Lime:  West  Indian  £11.85  kg  spot. 

Mandarin:  Spot  scarce  about  £25  kg. 

Nutmeg:    East    Indian    £9.25    kg    spot;    £8.75,  cif. 

English-distilled  £18. 

Orange:  For  shipment,   Brazilian  £0.60  kg;  Florida 

£0.75,  cif. 

Pepper:  English-distilled  ex  black  £140  kg. 

The  prices  given  are  those  obtained  by  importers  or 
manufacturers  for  bulk  quantities  and  do  not  include 
value  added  tax.  They  represent  the  last  quoted  or 
accepted  prices  as  we  go  to  press. 


COMING  EVENTS 

Sunday,  March  18 

Scottish  Department,  Pharmaceutical  Society, 

Royal  College  of  Physicians,  9  Queen  Street, 
Edinburgh,  at  2  pm.  Dr  M    B.  Matthews  on  "The 
history  of  angina  and  its  treatment"  and  Mr  C.  G. 
Drummond  on  "Tempora  mutantur — a  pharmacist 
remembers. ' ' 

Monday,  March  12 

Galen  Group,  Croydon,  Friends'  Meeting  House, 
Park  Lane,  Croydon,  at  8  pm.  Annual  meeting. 
Nottingham  Branch,  Pharmaceutical  Society, 

Postgraduate  medical  centre,  City  Hospital, 
Hucknall  Road,  Nottingham,  at  8  pm.  Professor 
M.  J.  S.  Langman  on  "Coeliac  disease". 

Tuesday,  March  13 

Leicester  Branch,  Pharmaceutical  Society, 

Postgraduate  medical  centre,  Royal  Infirmary, 
Leicester,  at  8  pm.  Robin  Midgley,  director, 
Haymarket  Theatre. 

South  East  Metropolitan  Branch,  Pharmaceutical 
Society,  Lewisham  medical  centre,  Lewisham 


Hospital,  Lewisham  High  Street,  at  8  pm. 
Mr  John  Beavis  (consultant  orthopaedic  surgeon, 
Lewisham  Hospital)  on  "Mediaeval  medii  i  i 
South  West  Metropolitan  Branch,  Pharmat 
Society,  Pollyana's  Bistro.  2  Battersea  Rise, 
London  SW11,  at  8  pm.  Discussion  leader, 
Mr  A.  J.  Smith  (chief  executive,  PSNC)  at  inf 
dinner/discussion  forum. 

Stirling  and  Central  Scottish  Branch,  Pharma- 
ceutical Society,  Station  Hotel,  Stirling,  at  8  pm. 
Barnes  Hind  Pharmaceuticals  on  "Contact  lens 
solutions". 

Wednesday,  March  14 

Brighton  Branch,  Pharmaceutical  Society 

Postgraduate  medical  centre,  Brighton  General 
Hospital,  Elm  Grove,  Brighton,  at  7.15  pm. 
Annual  cojoint  meeting  with  local  Brighton  Medical 
Association.  Buffet.  Dr  J.  V.  Collins  (consultant 
chest  physician)  on  "Asthma — current  concepts". 
Crawley,  Horsham  &  Reigate  Branch,  Pharma- 
ceutical Society,  Medical  centre,  Redhill  General 
Hospital,  Surrey,  al  8  pm.  Professor  Cameron  on 
"Can  justice  miscarry". 

Mid  Glamorgan  Branch,  National  Pharmaceutical 
Association,  Hawthorne  Leisure  Centre,  Rhydyfelin, 
Mid  Glamorgan,  at  8  pm.  Annual  meeting  followed 
by  Mrs  S.  Lloyd  (Abbott  Laboratory,  Hoi lieter 
products)  on  "Ostomy  products." 
Scottish  Borders  Branch,  Pharmaceutical  Society, 
Peel  House,  Peel  Hospital,  Galashiels,  at  8  pm. 
Dr  B.  F.  Clarke  (Royal  Infirmary,  Edinburgh)  on 
"Recent  developments  in  the  treatment  of 
diabetes". 

Thursday,  March  15 

Ayrshire  Branch,  Pharmaceutical  Society,  Savoy 
Park  Hotel,  Ayr.  at  8  pm.  A.  T.  Mays  Ltd  on 
"Worldwide  travel". 

Brighton  &  Hove  Branch,  National  Pharmaceutical 
Association,  Langfords  Hotel,  Third  Avenue,  Hove, 
at  8  pm.  Annual  meeting  followed  by  Mr  W.  A.  G. 
Kneale  (EEC  liaison  secretary,  NPA)  on  "value 
for  money. ' 

Bristol  Branch,  Pharmaceutical  Society, 

Edward  Jenner  Centre,  Bristol  Royal  Infirmary, 
at  8  pm.  Mr  G.  E.  Appelbe  (head  of  the  Society's 
law  department)  on  "New  legislation". 
Harrogate  Branch,  Pharmaceutical  Society, 

Postgraduate  centre.  Harrogate  General  Hospital, 
Knaresborough  Road,  at  8  pm.  Speaker,  Professor 
D.  J.  Gee  and  a  "Pie  and  pea  supper". 
Manchester,  Salford  Branch,  National 
Pharmaceutical  Association,  Pharmacy  lecture 
theatre,  Manchester  University,  at  8  pm.  Dr  P.  C. 
Barnes  (physician,  intensive  heart  care  unit,  Hope 
Hospital,  Salford)  on  "Is  it  safer  to  be  dead 
than  alive." 

Slough  Branch,  Pharmaceutical  Society, 

Greyhound  Hotel,  Beaconsfield,  at  7.30  pm. 
Working  Dinner.  Guest,  Mr  J.  Balmford  (president 
of  Society). 

Wirral  Branch,  Pharmaceutical  Society,  Wirral 

Postgraduate  medical  centre,  Clatterbridge 

Hospital  at  8.30  pm.  Dr  T.P.  Crimes  (lecturer  in 

Geology,  University  of  Liverpool)  on 

"Mediterranean  cruising". 

Worthing  Branch,  Pharmaceutical  Society, 

The  Beach  Hotel,  Marine  Parade,  Worthing, 

at  8  pm.  Mr  Andrew  Dawnay  (curator  of  The  Wild 

Fowl  Trust,  Arundel)  on  "The  Wild  Fowl  Trust". 

Royal  Society  ot  Health  Pharmaceutical  Group, 

13  Grosvenor  Place,  London  SW1,  at  7  pm. 

Dr  William  A.  R.  Thomson  (ex-editor  of 

"The  Practitioner")  on  "Herbs  that  heal". 

Friday,  March  16 

Teesside  Branch,  Pharmaceutical  Society, 

Postgraduate  centre.  West  Lane  Hospital, 
Middlesbrough,  at  7.30  pm.  Joint  meeting  with 
BMA.  Mr  Peter  Watson  on  "Experiences  in 
ophthalmology  with  the  World  Health 
Organisation". 

Advance  information 

Border  Region,  Pharmaceutical  Society  Evening 

Conference,  March  22,  Langley  Hall  Hotel,  Carlisle, 
at  7.30  pm.  Speakers  Mr  J.  Kerr  (member  of 
Council)  and  Dr  P.  M.  Ceaser  (lecturer  in 
pharmacology,  Sunderland  Polytechnic).  Applica- 
tions to  Mr  D.  J.  Dennis,  Ridley  (Wholesale 
Chemists)  PO  Box  25,  Nicholson  House,  Carlisle 
by  March  19. 
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BUSINESSES  FOR  SALE 


m  S1LE 


VETERINARY 


DRUGSTORE 

New  Maiden,  Surrey 
Quick   sale  due  to  domestic 
changes    Area  URGENTLY 
requires 

DISPENSING  CHEMIST 
14  YEAR  LEASE  £7,500  SAV 
Box  No.  2599 


FREEHOLD  DRUGSTORE 

Surbiton 
FORMERLY  A  CHEMIST 
Turnover  to  March  78— C30.500  (30% 
gross  profit)  Specialising  in  perfume  and 
D&P 

Turnover  rising  by  1 5% 
Accommodation  above 
Let  at  nominal  rent 
Very  large  shop  £25,000  o  n  o 

BOX  NO.  2601 


XI—  MERSEYSIDE— company 
with  total  turnover  of  £125,000 
in  two  branches.  For  sale  either 
by  purchase  of  shares  of  assets 
including  one  freehold  property 
valued  £8,500.  Outstanding 
opportunity  at  one  site.  Otters 
invited  for  good  and  freehold 
property  Stock  approximately 
£27,000 

X2  — NORTH  COUNTRY 
beauty  spot — retirement  vac- 
ancy, turnover  approximately 
£40,000,  freehold  property  with 
spacious  living  accommodation 
for  sale  at  £18,000.  Stock 
approximately  £4,500.  Suit 
semi  retirement. 

X3 — LEICESTER  —  Suburban 
Business — turnover  £55.000 
(lu77)  profits  £10,000  to 
owner/manager.  Dispenses 
approximately  2,000  pre- 
scriptions per  month.  Property 
for  sale  or  will  grant  lease.  Total 
capital  requirement  including 
freehold  £30.000  including  stock 
£  I  2.000. 

X 4  —  NORTHERN  ENG- 
LAND— Outstanding  business 
with  1978  turnover  approx- 
imately £163,000.  4,000  pre- 
scriptions per  month,  freehold 
property  valued  £18,000  price, 
goodwill  and  fixtures  approx- 
imately £34,250,  stock  £28,000. 
Vendors  require  bankers  refer- 
ence before  details  are  disclosed 
please. 


X5— SHEFFIELD  —  Retirement 
vacancy.  Turnover  approx- 
imately £44.000  showing  good 
increase.  1,450  scripts  per 
month.  5.30  p.m.  closing. 
Freehold  property  £9,000.  Stock 
and  fixtures  at  valuation  approx- 
imately £3.500. 


X  6—  YORKSHIRE 
DALES— Old  fashioned  bus- 
iness with  scope  for  develop- 
ment. Freehold  property  to  be 
sold  with  living  accommodation 
soon  available.  Turnover  to  year 
March  1 978  £48,668.  Good  trad- 
ing site.  Will  sell  for  value  ol 
property  £22.500  plus  stock  at 
\  aluation. 


X7— NORTH  EAST  TOWN— 
family  business  operated  from 
busy  shopping  area.  Turnover  for 
1977  £104,010  and  dispensing 
around  1,500  scripts  per  month. 
Property  for  sale  at  £17,000,  fix- 
tures and  fittings  £3,250  and 
offers  are  invited  for  goodwill 
around  £12,500  together  with 
stock  at  valuation. 


Ernest  J/George 

&co  ^  •■■ 

5fj£    GARDALE  HOUSE,  122  GATLEY  ROAD,  GATLEY,  CHEADLE. 
^1  CHESHIRE  SK8  4AT  Tel:  061-428  6718/9 


WANTED 


WANTED.  Modern  dispensary  fittings. 
Telephone  Bolton  (0204)  26828. 

PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  bottles,  etc  . 
urgently  wanted  Kindly  contact  Robin 
Wheeler  Antiques  Parklands,  Park 
Road,  Ashtead,  Surrey  Telephone 
Ashtead  72319  Buyer  collects 

WEIGHING  MACHINE.  Private  buyer 
seeks  a  coin-operated  personal  weigh- 
ing machine.  Will  collect  and  pay  cash. 
Details  and  price  required  to  Mr. 
Stewart,  2  Lesley  Court,  Strutton 
Ground,  London  SW1. 
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MILTON    12   ML   REQUIRED.  Top 

prices  paid.  Please  apply  Box  No.  2605. 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 

trade  tor  manufacturers  clearing 

lines,  and  retailers  stocks 

8   Northburgh   Street,  London 

EC1V  0BA.  Tel:  01-253  1184/5. 

Telegrams:   "Salvall",  London, 

E.C.1. 


SINGLE  EDGE  BLADES.  20  pkts  of  5 
on  showcard.  £5.00  inc.  VAT.  Packs  of 
100  S.E.  blades  in  carton,  £4.50  inc. 
Cheque  with  order  please.  Maxwell 
Gordon,  2h  Cricklewood  Lane,  London 
NW2  1EX. 

JEWELLERY.  Sterling  silver  and  9ct 
gold  A  wide  range  of  ear-rings,  rings, 
bracelets,  charms  etc.,  brought  to  your 
door  at  best  cash  prices  Write  Lloyd 
Cole,  37  College  Avenue,  Maidenhead. 

COPPER  BANGLES.  Direct  from  the 
manufacturer  at  only  £65  per  hundred 
Copper  Trading  Company,  35,  High 
Street,  Banstead,  Surrey.  Tel:  Burgh 
heath  (25)  59658. 

SURPLUS  TO  OUR  REQUIREMENTS 

75  ■  50  kilo  bags  of  Sodium  Sesqui 
Carbonate  (bath  salts).  £225.  Phone 
Bishop  Stortford  725872. 

RUMABR  ACE  SOLID  COPPER 
BRACELETS  (in  2  sizes)  R.R.P.  £1 .75. 
£10.50  per  doz.  inc.  VAT.  Post  Free. 
Cheque  with  order  Gardiner  &  Lacey, 
Chemists.  13,  St.  Giles  St.,  Norwich 
Phone  21 117 

ONE-SIZE  TIGHTS  from  £1  95  doz. 
plus  VAT.  Mm.  order  6  doz  overall 
CWO  Carriage  free.  Full  range  Price 
List  E  &  R  Kaye,  3  South  Place,  London 

EC2. 


FOR  SALE 

Pharmaceuticals.  Perfumery, 
TOILETRIES   AND  PHOTOGRAPHIC 
STOCKS 

AVAILABLE  FOR  EXPORT. 
Please  apply  to  Box  No  2604 


THE  ORIGINAL  COPPER 
BRACELET  COMPANY 

Established  1959 
Price  details  available. 
SABONA  OF  LONDON 
LTD. 

73  New  Bond  Street 
London  W.1. 

01-629  6921. 


Black  Hair  Preparations 
&  Cosmetics 
UK's  Largest  Suppliers 

"'NATURAL  BEAUTY  PRODUCTS'" 

Cocoa  Butter  Cream  &  Lotion,  Coconut  Oil 
Shampoo,  Coconu'  Oil  Pomade.  Rosemary 
Herbal  Conditioner,  Pressing  Combs  &  Afro 
Combs.  Magic  Formula  10 

Compacts  &  Lipsticks 

•ULTRA  SHEEN  &  AFRO  SHEEN' 
'POSNERS  &  DAX' 
MAGIC  SHAVING  POWDERS 
'DARK  N'  LOVELY  PRODUCTS- 
SULPHUR  '8'  &  GLOSS  '8 
•LUSTRASILK' 
LE  TOLANOL 
•"REVLON"' 
•FRENCH  PERM  HAIR  RELAXER  etc* 
T.C.B.  PRODUCTS 
NADINOLA  CREAM 

DYKE  &  DRYDEN  LIMITED 

WHOLESALE  DIVISION 
Unit  1, 10  St  Loys  Road,  Tottenham  N17 
Tel:  01-808  7624/7618 


HARVEY'S  HAIR  RESTORING 
OINTMENT 

for  horses — a  pharmacy  only  pro- 
duct. Trade  price  list  of  Harvey  and 
Reducine  products  from 
Chave  and  Jackson  (Hereford) 
Ltd.,  Broad  Street,  Hereford. 


SHOPFSTTIHe 


SAVE  UP  TO  33'/3%  on  Spur  and  other 
British  shelving  equipment.  Free  stand- 
ing or  wall  mounted.  Free  estimating 
service  and  delivery.  Hemel  Hemp- 
stead 57468/58913. 

SPECIALIST  SHOPFITTING  SER- 
VICES. Free  Planning,  Competitive 
Prices.  Phone  061-445  3506  H  A 
Peyser,  20  Fairfax  Avenue,  Didsbury, 
Manchester  M20  0AJ 

SUPER  SHELVING  SYSTEM  WILL 
INCREASE  YOUR  TOILETRY  SALES 
BY  HUNDREDS  of  pounds  Send  for 
colour  illustration  or  ask  us  to  call  for 
instant  quote  Glass  display  counters 
with  lighting,  island  sites  and  show- 
cases. Early  delivery  direct  from  mak- 
ers THIRSK  SHOPFITTINGS,  741- 
743  Garrett  Lane,  London  SW17  0PD 
Tel:  01-946  2291 


inttfptaA  /y/lcm80  plw. 

Modular  units  with  complete 
shopfitting  services.  NPU-NPA 
recommended  (for  15  years)..' 
Coloured  brochure  from: 
Olney  Brothers  Ltd., 
Northbridge  Road,  Berkhamsted, 
Herts.  HP4  1  EG.  Tel:  5417/9 


E.  PLAN 

DISPENSARY  AND 

PHARMACY  FITTING 

N:P.A,  and  Numark  recommended.  Full 
details  from: 
EUSTACE  INTERNATIONAL 
New  Road 
Newhaven 
Sussex  BN9  0HE. 
Tel:  07912  7711. 


SHOPFITTING? 

MODERNISATION  COULD 

COST  YOU  NOTHING! 
In  every  chemist  outlet  we've 
modernised,  turnover  has  gone  up  at 
least  20%. 
NOW  IT'S  YOUR  TURN. 
For  professional  help  contact: 

Storeplan  Ltd., 
Shop  Interior  Specialists, 
48  Towerfield  Rd.  Shoeburyness, 
Southend  on-Sea,  Essex,  SS3  9QT. 
Tel:  Shoeburyness  3551/5911 
(Std  03708) 


MISCELLANEOUS 


"FASHION  JEWELLERY" 
Jodez  (Manchester)  Ltd., 
34  Shudehill,  Manchester  M4 1 EY 
Tel:  061-832  6564 

Largest  and  most  exclusive  range 
of  direct  and  imported  continental 
jewellery. 
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SERVICES 


AGENTS 


nrmriftirnnirmrir  inrrrT 


CENERII 
BLET! 


Approved  Prescription  Services  Limited 

CLECKHEATON  WEST  YORKSHIRE  BD193BZ 
TELEPHONE        CLECKHEATOM  102701  876776 


SALES  MANAGERS 


Selling  lesser  known  chemicals  or 
pharmaceuticals 

Send  us  your  list  of  products  for 
introduction  of  buyers  No  charge  to 
seller 

DEPT.    CD11:    BCM  CHEM- 
INTROCO 
London  WC1V  6XX. 


ANGLIAN 
MANUFACTURING 
CHEMISTS  LIMITED 

Let  us  manufacture  your  Haircream 
and  Shampoos  for  you — par- 
ticularly experienced  in  man- 
ufacture for  Export- 
We  also  offer  Contract  Packing 
facilities  for  all  types  of  toilet  pre- 
parations at  competitive  prices  and 
prompt  delivery 
Enquiries: 

38/40  Featherstone  Street, 
London,  EC1.  Telex:  267391 
Tel:  01-253  0571 


Please  mention 
C  &  D  when  replying 
to  advertisements 


TRADE  MARKS 


The  undermentioned  trade  marks  were  assigned  on  20  December 
1978  by  F.  W.  Wodworth  &  Co.  Limited,  of  242/246  Marylebone 
Road,  London  NW1  and  E.  R.  Holloway  Limited,  of  Riverside 
Works,  Lavenham,  Sudbury,  Suffolk,  joint  registered  proprietors  to 
E.  R.  Holloway  Limited,  of  Riverside  Works,  Lavenham,  Sudbury, 
Suffolk  WITHOUT  THE  GOODWILL  OF  THE  BUSINESS  IN 
WHICH  THEY  WERE  THEN  IN  USE. 

Mark       No.  Goods 

SABRE  809692  Perfumes,  toilet  preparations  (not  medicated) 

cosmetic  preparations  and  hair  lotions 
SABRE  1061231  Combs,  sponges  (not  for  surgical  use),  and 
brushes  for  toilet  purposes. 


BUSINESS  OPPORTUNITIES 


SA  BONYF 

present  you  with  its 

WORLD  EXCLUSIVE  AND 
SUCCESSFUL  PRODUCT 

BONY  PLUS 


Bony  plus  enables  the  consumer  to  repair  his  broken 
denture  or  loose  tooth  himself  in  less  than  10  minutes. 
Bony  plus  is  sold  through  chemists  or  druggists.  We  are 
offering  the  sole  agency  for  the  United  Kingdom.  If  this  offer 
might  interest  you,  please  write,  call  or  telex  us  for  more 
information.  We  shall  possibly  visit  you  at  the  beginning  of 
March. 

S.A.  BONYF, 
Ave  Louise  512,  1050  Brussels. 
Tel:  02/649.53.06— Telex  61.55.3. 


CLASSIFIED  ADVERTISING  IN 

CHEMIST  &  DRUGGIST 

IS  INEXPENSIVE  AND  CAN  BRING  TERRIFIC  RESULTS. 

For  details  of  rates  and  further  information  telephone 
Ann-Maria  Pym  on  353-3212,  ext.  116. 
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REPRESENTATIVES  REQUIRED  for 

well  known  Importers  and  Wholesalers 
of  Fashion  Jewellery,  for  Scotland, 
Cumbria,  Tyne  Wear  and  the  West 
Coast.  High  Rate  of  Commission.  Trade 
ref.  essential.  Apply  to:  Jodez  (Man- 
chester) Ltd.,  34,  Shudehlll,  Man- 
chester M4  1EY. 


AGENTS 
REQUIRED 

with  established  chemist  &  drug 
store  connections  to  sell  an  attrac- 
tively packaged  and  priced  range  of 
baby  disposable  products 
Very  good  commission. 

Please  apply  to 
A.  W.  Planty 
DERRYDOWN  DISPOSABLES 
LTD. 

NAVIGATION  ROAD 
DIGLIS,  WORCESTER 
PHONE  WORCESTER  356524. 


mm. 

For  Northern  Ireland  by  active 
sales  force.  Long  established 
connection  with  retail  phar- 
macists. 

DETAILS  TO  BOX  bio.  2602 


AGENTS  REQUIRED 

For  all  areas  with  established  chemists 
and  drug  store  connections,  to  sell 
Frizzi-Dry  massage  gloves  and  straps, 
the  ideal  low  cost  home  massage  and 
keep  fit  aids 

VERY  GOOD  COMMISSION 
Apply,  Modern  Mercantile  Agencies,  57, 
St  Augustine's  Ave  ,  Wembley,  London 


CHEMIST  &  DRUGGIST 

gets  results.  Put  it  to  the  test  by 
posting  us  your  next  advertisement 
or  by  telephoning  us  on: 

01-353  3212  Extension  116. 


FREELANCE  AGENTS 

required  by  internationally  established  company  producing  high 
quality  range  of  soaps  and  toiletries.  Company  now  plans  to 
become  established  in  U.K.  and  requires  agents  with  good  con- 
nections in  department  stores,  chemists  etc.  Excellent  com- 
mission paid  and  good  advertising/pomt-of-sale  back  up.  Please 
write  in  detail  to  Box  No.  2600. 


BOX 

NUMBERS 


When  replying  to  Box  Numbers, 
all  correspondence  should  be 
addressed  as  follows: 


Advertisers  and  correspondents 
can  be  assured  advertisements 
carrying  a  Box  Number  will  be  tre- 
ated in  strictest  confidence. 


Chemist  &  Druggist, 

Box  No  

25  New  Street  Square, 
London  KC4A  3.IA. 


APPOINTMENTS 


■IT 


University  of  Wale", 

THE  WELSH  SCHOOL  OF  PHARMACY 

DIRECTOR  OF  POSTGRADUATE  STUDIES 
(PART-TIME) 

Applications  are  invited  for  the  part-time  post  of 
DIRECTOR    OF    POSTGRADUATE  PHARMACEUTICAL 
STUDIES  FOR 
THE  NHS  IN  WALES 

The  Secretary  of  Stale  for  Wales  has  established  a  Welsh  Committee  tor  Postgraduate 
Pharmaceutical  Education  to  advise  on,  organise  and  participate  in  postgraduate  train- 
ing for  pharmacists  serving  the  National  Health  Service  in  Wales  Advisory  and  executive 
support  is  reguired  by  this  Committee,  and  applications  are  invited  from  persons  with 
pharmaceutical  qualifications  for  the  part-time  (equivalent  to  2Vi  days  per  week) 
appointment  as  Director  of  Postgraduate  Studies  for  a  fixed  term  of  three  years 
The  Director  will  be  based  in  the  Welsh  School  ol  Pharmacy,  UWIST.  Cardiff,  and 
remuneration  will  start  at  £4,254  per  annum,  being  hall  the  mid-point  ol  the  Senior 
Lecturer  salary  scale  Consideration  will  be  given  to  applicants  to  participate  in  the 
Universities  Superannuation  Scheme 

Requests  (quoting  Ref  CD)  for  details  and  application  form  to  Personnel  Section 
(Academic),  UWIST,  Cardiff  CF1  3NU 
Closing  date  26  March,  1979. 
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APPOINTMENTS 

COSMETIC 
CHEMISTS 


sought  by 
well  known  pharmaceutical 
company 
(public  company) 
Long  experience  necessary. 
Quality  control,  excellent  salary 
plus  benefits 

PLEASE  APPLY  TO: 
BOX  NO.  2603 


SEMI-RETIRED 
PHARMACIST 

required 
Very  easy  position 
Homerton  Area 

PHONE  985-2030 


Please  address  replies  to: 

BOX  No  

Chemist  &  Druggist 
Benn  Publications 

Ltd. 

25  New  Street  Square, 
London  EC4A  3JA 


£7,384  + 
ANNUAL  BONUS 

Pharmacist  Manager  required  to 
run  one  of  our  West  End  branches 
It  you  would  like  to  work  with  a 
company  that  hasatuture.  as  well  as 
earning  an  excellent  starting  salary 
plus  bonus,  that  also  gives  you  tour 
weeks  annual  leave,  then  join  us  at 
Seefelds. 

In  return  we  will  expect  the  right 
applicant  to  be  able  to  respond  to 
being  in  complete  control  of  the 
branch  and  en|oy  the  challenge  that 
this  position  will  otter 
Apply  Miss  Ijnda  Richards  (11-262 
3152. 


m 

m 


JOHNSEN&  JORGENSEN 

I      (PRO PACK)  LTD 


need  a 


PRODUCTION 
PHARMACIST 

CHARLTON 


This  is  a  new  appointment  in  the  Company's  Pharmaceutical 
Assembly  and  Clean  Room  Department  which  is  in  an  early  stage 
of  development.  Applicants  should  have  at  least  one  year's  prac- 
tical experience  in  industry  and  the  initiative  and  sense  of  com- 
mitment to  both  manage  and  develop  this  rapidly  growing  part  of 
the  business  The  Company  is  a  member  of  the  Johnsen  & 
Jorgensen  Group,  one  of  the  leaders  in  the  Packaging  Industry. 

*  Subsidised  dining  room 

+  Four  weeks  holiday 

*  Bonus  scheme. 

Excellent  working  conditions  overlooking  the  River  Thames. 
For  application  form,  please  contact: 
Susan  Poole 


HERRINGHAM  ROAD  LONDON  SE7  8NN 
Telephone  01-858  6141 


Young 
Pharmacist 

Marketing 

We  have  a  vacancy  for  a  young  Pharmacist  to  join 
our  Marketing  Administration  Department.  He  or 
she  will  assist  in  the  efficient  and  prompt  handling 
of  customer  contracts,  orders  and  enquiries 
relating  to  our  wide  range  of  ethical  speciality 
products. 

The  work  involves  close  liaison  not  only  with 
other  members  of  the  Department,  but  also  with 
other  areas  of  the  Company,  such  as  Production, 
Warehouse,  Quality  Control  and  Speciality  Sales. 
It  gives  good  opportunities  to  learn  the  business 
of  a  major  research-based  pharmaceutical  house 
and  forms  a  basis  for  future  career  development. 

If  you  would  like  to  be  considered  for  this  post, 
please  write,  enclosing  a  brief  cv,  to  Mr.  R.  D. 
Stephens,  Personnel  Manager,  Roche  Products 
Limited,  P.O.  Box  8,  Welwyn  Garden  City, 
Herts  A L7  3 AY. 


O.T.C.  Buyers 

Sangers  Limited  places  considerable  emphasis 
on  the  quality  of  its  Branch  Buyers  as  they  play 
a  key  role  in  maintaining  the  high  standard  of 
our  service  to  retail  chemists  and  in  maximising 
the  profitability  of  our  wholesale  operation. 

We  are  interested  in  hearing  from  experienced 
O.T.C.  Buyers,  male  or  female,  currently 
working  in  the  London  and  Home  Counties 
Area,  South  West  England  and  North  West 
England.  In  particular,  we  have  current 
vacancies  at  our  BOURNEMOUTH  and 
LLANDUDNO  branches. 

Starting  salary  is  negotiable  according  to 
experience  and  career  prospects,  either  within 
Buyery  or  in  general  Branch  Management,  are 
excellent. 

For  f  urther  information  and  an  application 
form,  contact: — 

The  Personnel  Manager,  Sangers  Limited, 
Cinema  House,  225  Oxford  Street,  London 
W1R  lAE.  Tel:  01-734  9751. 


The  Sangers 
Group 


Typesetting  and  graphics  by  Tottenham  Typesetters  Ltd  London  N1 5  Printed  by  Riverside  Press  Ltd  ,  Whitstable,  Kent.  Published  by  BENN  PUBLICATIONS  LTD..  25  New  Street  Square,  London 

EC4A  3JA  Registered  at  the  Posl  Office  as  a  Newspaper  23V2/16V2/16s 


You  can't  judge  a  galenical 


by  its  gallipot 


If  you  want  to  be  sure  about  the  quality  and  performance 
of  a  galenical,  you  need  to  know  something  about  its  background.  When 
you  buy  drugs  and  galenicals  from  Ransom's,  you  have  the  assurance  that  all 
the  Company's  products  conform  to  the  highest  possible  standards  of 
excellence.  With  over  a  century's  experience  behind  it,  the  name 
Ransom  is  synonymous  with  quality  throughout  the  world. 

Extracts,  Tinctures,  Essential  Oils,  Infusions,  Syrups,  Resins,  Oleo-Resins 

Actual  growers  of  Peppermint,  Lavender,  Chamomile 

William  Ransom  &  Son  Ltd. 


ESTABLISHED  1846 


Manufacturing  Chemists  and  Growers  of  Medicinal  Plants  for  over  a  Century 


Hitchin 


Hertfordshire 


England 
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Minicans. 

The  3oz  size 
from  Heinz  to  give  you 
an  extra  portion  of  the 
baby  food  market. 


Last  year  the  birth  rate  increased  significantly 
for  the  first  time  in  13  years.  That  meant  24,000  more  babies 

born  than  in  1977-which  means  more  business  for 
baby  foods  and  you!  So  Heinz  are  giving  the  market  an  extra 

boost  by  promoting  the  special  3oz  minican. 
The  Heinz  minican  offers  mothers  the  advantages  of  low  price 

and  no  wastage  when  starting  their  babies  on  solid  foods. 
Watch  out  for  big  double-page  spreads  in  women's  magazines! 


Pure  food  for  babies. 


